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ADVERTISER'S WEEKLY 


To The Editor.. 


Advertising In 
Changing Times 


Sir,—The call to the country 
is national unity. What part can 
advertising play in achieving this? 

Since the war, advertising has 
been sitting on the fence. The 
very reason for its existence is as 
the handmaiden of private enter- 
prise. Private enterprise has been 
suspect; therefore, psychologic- 
ally and economically, advertis- 
ing has been at a disadvantage. 

But has this sustained period 
of suppression been bad for ad- 
vertising in the long run? Ad- 
vertising has, by necessity, used 
its own creative energy to improve 
its own techniques, and over the 
last twelve years has been called 
upon to perform tasks outside 
the realm of pure selling. While 
selling remains the No. 1 job of 
advertising, it will probably be 
found that a new outlook has 
arisen involving welfare of the 
community, a conscience as to 
methods and a more educational 
approach to selling. 

It may well be that adve-tising 
has developed a new function— 
that of liaison officer between 
commerce and the public—more- 
over, a liaison officer that works 
both ways and conducts a two- 
way movement of ideas, Cer- 
tainly, top executives should be 
aware of the changing habits of 
the public. Market research is 
not enough. Advertising, being 
largely inspirational, means that 
the creative advertising maa 
should have the widest possible 
experience in selling and mixing 
with people of all classes and in 
all regions. 

Twelve years of semi-stagna- 
tion on certain sides of commer- 
cia] activity has meant that many 
of the systems of mental coin- 
munication between the H.Q. of 
advertising in London and the 
markets it serves have withered. 


Eighty per cent of the market 
is in the provinces. The change 
of Government, I predict, will 
have a more immediate reaction 
in the provinces, where there is 
more personalised risk in the 
ownership of smaller business, 
and executives live closer to the 
scene of manufacture and distri- 
bution. It would form an 
interesting exercise for advertis- 
ing and sales executives of all 
categories to come closer into 
contact with the provincia] mar- 
kets where so much material 
prosperity exists. 

Prosperity is largely a mental 
attitude—the will to succeed. Ad- 
vertising, by its wide experience, 
can point the goal and by apply- 
ing the lessons of the past few 
years, can draw our nation 
together and spark all our efforts 
to an ever-increasing standard of 
living. 

In helping to achieve this, ad- 
vertising will secure a really pro- 
fessional status in the national 


picture. 
GRAHAM ROE, 
Joint Managing Director, 
F. John Roe Ltd. 


How To Secure 
Good Maintenance 


Sir,—Mr. Eastick (October 18) 
draws a comparison between the 
standard of hoarding maintenance 
in London and the northern 
cities, which does less than 
justice to the great majority of 
London contractors. 

There are some 47 members of 
the London Poster Advertising 
Association operating in the 
metropolis as against two com- 
panies in each of the towns he 
mentions (excluding in each case 
the Solus board operators). It is 
consistent with the law of aver- 
ages that amongst this number 
there may be one or two whose 
standards fall below what one 
would wish for. 

Site selection in London is, 
generally speaking, carried out by 
area inspectors, and if each of 
them when booking space took 
into greater account the standard 
of maintenance and general ser- 
vice given by individual contrac- 
tors, the resultant downward 
trend in the forward bookings of 
less enlightened members of the 
trade would have a sharper effect. 

Whilst some agencies fail to 
discriminate in this way, Mr. 
Eastick will have to continue to 
apologise for his London friends. 

G. BREWER. 
22 Northaw Road East, 
Cuffley, Herts. 


Problem Analysis 


Sir,—Ronald F. Silk’s sugges- 
tion (Set the Artist Free, October 
25) is, perhaps, a little naive. 

Most commercial artists would 
be horrified and indignant were 
they asked t» occupy themselves 
with problem analysis. That in- 
cludes artists schooled in agencies 
where market investigation, pro- 
duct and consumer research, etc., 
are compressed into thirty 
minutes’ argument inside an 
office. The only obvious excep- 
tions are those artists blissfully 
unaware of the true meanings of 
problem analysis. 

The artist has no time to study 
these things. His very own prob- 
lems have too many facets: tech- 
nique, colour, size, typography, 
paper, print. The purely manual 
work involved in producing, say, 
a finished rough takes much 
longer than writing the copy. 

The copywriter’s innate curi- 
osity and perception are valuable 
guides towards correct analysis. 

It is not by mere chance that 
the brief governing all creative 
work is called, in scme top-class 
agencies, the copy platform. 

W. HAUSMAN, 
30 Steele’s Road, N.W.3. 


Test Markets 


Sir,—In your issue of October 
25 you report a statement by Mr. 
Bird, of Service Advertising Ltd., 
that the Hertfordshire and Bed- 
fordshire districts would be an 
extremely good test market for 
the London area. 

As advertisement manager of a 
group of local weeklies inside the 
London postal district 1 would be 


IN THIS ISSUE— 


Policy Platform: Agency Recog- 
nition, Part I—page 280. 
NEXT WEEK’S issue will include 
a Market Survey of Switzerland. 


interested to know why it is 
deemed necessary to go into two 
of the most sparsely populated 
counties with predominating agri- 
cultural interests to test the mar- 
keting response of dwellers in the 
densely populated London area? 
There are well over one hun- 
dred local weeklies in the Greater 
London area which could be used 
individually if purely local mar- 
keting campaigns were required. 
T. F. BISHOP, 

Advertisement Manager, 

London Counties Newspapers. 


NOVEMBER 8, 1951 


Ad. Opportunities 
Missed 


Siz,—It is astounding that so 
many manufacturers and traders, 
while spending large sums annu- 
ally on advertising, completely 
neglect opportunities of bringing 
their names and goods before the 
general public, 

On a railway journey of 60 
miles I noticed only 16 factories 
giving any indication of the firm 
or trade carried out, visible from 
the train. 

On a country road I passed a 
factory covering five or six acres. 
There was no indication of what 
it was or what was made there, 
although the firm must spend 
well into four figures a year on 
Press and poster advertising yet 
neglected a free opportunity for 
very wide publicity. 

Surely indication as to who 
you are, on your own building, is 
not disfiguring? 

ONE OF THE PUBLIC. 

(Name and address supplied.) 


No Connection 

Sin,—A_ paragraph in your 
October 25 issue announced that 
L. A. Stronach had been ap- 
pointed as London representative 
of Everest Advertising. Although 
the agency still bears his name, 
Mr. Stronach sold his interest in 
Stronachs Advertising in 1945, I 
would like to make it quite clear 
that Stronachs Advertising is not 
connected with Everest Advertis- 
ing, and that Mr. Stronach is not 

connected with Stronachs. 
M. G. MANTON, 
London Manager, 
L A. Stronach & Co. (India) Ltd, 


In the double-size Christmas issue 
of the Nursery World to be pub- 
lished on December 6. instructions 
will be given for making toys, 
Christmas decorations, an ney 
dresses. 


Cuility Colour Litrating with Jcstee 


WASS PRITCHARD & CO.LTD. 
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Dual 


Personality 


Above, Mr. Smith, director of a firm of 

builders whose name and fame is national : 

below, Mr. Smith, quite prominent (locally) for his 
knowledge of amateur theatricals. 

Both Mr. Smiths are the same Mr. Smith — 

and Mr. Smith, like so many leaders with an 
industrial empire to guide and an absorbing spare- 


time hobby, relies on “ The Listener” to keep his 


outlook catholic and his intelligence keen. 

You can meet both Mr. Smiths through the pages 
of *‘The Listener’’. The amateur impresario 

is a well-to-do citizen who wants the best for 


himself, his family and his home: as one of the 


leaders of the building industry he is a buyer on 
a princely scale in a market that ranges from 


nails to excavators. 


The Listener 


Member of the Audit Bureau of Circulations 


For readers who think, thinkers who read 


All enquiries to ; Head of Advertisement Department, 
B.B.C. Publications, Broadcasting House, Portland Place, London, W.1, 


Higham Advertising 
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Go into HOME CHAT and speak directly to Britain’s 
most consistent buyers. HOME CHAT readers are 
practical-minded folk, with a practical outlook on 
spending. HOME CHAT is the periodical that serves 


their down-to-earth domestic needs. It is their 
traditional guide to fashion, beauty, home manage- 
ment. . . to housekeeping, health and family welfare. 
Go into the homes of women who study the adver- 
33d. WEEKLY tisements. Go into HOME CHAT—and SELL! 


AN A.P. PUBLICATION * PAGE RATE £100 


A. W. BURNETT, Advertisement Director, THE AMALGAMATED PRESS LTD., THE FLEETWAY HOUSE, FARRINGDON ST., LONDON, E.C.4 
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Call For 


Solidarity 


To Maintain Rights 


VIGILANCE IS SEND-OFF THEME FOR 
! NEW IRISH ASSOCIATION 
(From Our Own Correspondent) 


i ey ihan 80 members of the recently formed Association 
I of Advertisers in Ireland attended an inaugural luncheon 
at the Metropole, Dublin, on Tuesday, to hear an address by 


Alan Whitworth, director, Inco 


ted Society of British 


Advertisers. Jack O’Sbeehan (Irish Hospitals Trust), chairman, 


after referring to the wide 
range of media now available, 
said that the Press was still 
the outstanding path to the 
public for the majority of 
advertisers. 

The hon. secretary, Albert 
Price, read messages of congratu- 
lation from kindred bodies in 
Belgium, France, and the Scandi- 
navian countries. 

Mr. Whitworth gave a stirring 
account of the 1LS.B.A.’s history. 
He told of early struggles in the 
dark days of secrecy and sus- 
picion and how “a few en- 
lightened men” had persisted and 
triumphed. They had founded a 
“world movement which still goes 
on” and he assured the new 
Association of its warm welcome 
into “this great international 
partnership.” 


'The Next Step 

The LS.B.A.’s vigilance would 
continue, he promised. 

“Press advertising remains pre- 
dominent and most of the import- 
ant newspapers are now members 
of the Audit Bureau of Circula- 
tions,” Mr. Whitworth continued. 

“They have, therefore, little to 
fear from any organisation of 
advertisers—unless they fail to 
maintain their advertising rates at 
an economic level. Much the 
same applies to the leading 
magazines. 

“The next step will be to set 


their case, we have a 


highly specialised distribution, 
often small, but extremely valu- 
able for reaching the people who 
matter. The cost of advertising 
space in these publications is 
generally high and the advertiser 
is evtitled to know what he is 
getting for his money. The intro- 
duction of a system of audit 
comparable to that in Canada 
and the United States which pro- 
vides for a complete breakdown 
of the circulation would be in 
the interests of advertisers and 
publishers alike. 

“Can anyone doubt there will be 
increasing need in the future for 
advertisers, as such, to speak with 
one voice and act with one pur- 
pose? The Association of Adver- 
tisers in Ireland and the L.S.B.A., 
exist to make this possible. 

“The call to-day is for solidarity 
amongst advertisers everywhere 
if their rights and interests are 
to be consistently upheld.” 


Among Advertisers 


SMALL SPACE 
AD. CAMPAIGN 


Dry Fly Sherry advertising has 
returned to the magazine ficld. 

This large-scale campaign of four- 
inch single advertisements uses 
almost every prominent national and 
provincial newspaper in the country. 

Handled by Alfred Pemberton 
Ltd. for Findlater Mackie Todd & 

.» Ltd., each advertisement fea- 
tures a “mallet’’-shaped bottle of 
sherry bearing the “Sherry Spinner” 
emblem, which is, in fact, a hook 
used in fly-fishing. In magazines 
larger spaces are used, but the same 
approach is retai 


Something Like 
A Hand-out! 


When a party of radio correspon- 
dents from this country visited 
Philips works at Eindhoven in 
Holland last week-end they were 
entertained to a typical Dutch 
dinner at an inn near Eindhoven. 
The picture shows S. W. Numann, 
international publicity director of 
Philips, serving the guests who 
include John Hytch, B.B.C. pub- 
licity, Norris Pratt, general pub- 
licity manager of Philips, and 
W. H. Kennett, radio correspon- 
dent of “The Times.” 
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New Slant On Sales Teabedignne By Team 
Of U.S. Businessmen 


‘OPERATION ENTERPRISE’ HAILED 
AS TONIC VISIT IN LEEDS 
SS thoughts on sales technique, advertising and 

marketing by a businessmen’s team irom the U.S.A.— 


working under the name of “(Operation Entetprise”—were 
given to well-attended meetings orgaoised by Leeds branch of 


the Incorporated Sales Mana- 
gers’ Association. 

Elmer Krueger, 

Paper Art Co., Inc., I 
declared roundly: 

“IL don't believe in high- 
pressure selling. It’s like a swift 
stream of water against a wail. 
You get all wet from what 
splashes back on you. Low- 
pressure selling, constantly ap- 
plied, accomplishes much more 
in the long run, and people will 
like you better for it. 

“In our merchandising we 
stress ‘selling the whole party, 
not just the item’,” he explained. 
“Thus both we, and the retailer, 
get higher unit sales, and the 
retailer must carry a complete 
inventory, instead of single items. 
We have found, too, that our best 
results come from concentrating 
on a particular kind of channel, 
instead of scattering our shot. We 
use upper-middle-class media, 
rather than low-price chain syndi- 
cates or wholesalers, and train 
our salesmen to sell the retail 
outlet clerks, as well as the 


buyers.” 

Fifty-one old Harry 
Doehla, of the Board 
of Doehla Greeting Cards, Inc., 
Nashua, New Hampshire, who 
spoke seated in a _ wheel-chair, 
told how, crippled from the age 
of 17 by arthritis, he had tried 
many activities until a friend sug- 
gested that he should try the 
colouring of Christmas cards. 

In six months he sold one card 
for a nickle. “But I sold it,” he 
said, “and that was the begin- 
ning.” His mail order business 
now has 150,000 agents plus 200 
wholesale distributors, and his 
company sells 450 million boxes 
a year of greeting cards, station- 
ery and gift wrappings. 

“There are many _ variables 
which the mail order advertiser 
must isolate and evaluate,” said 
Mr. Doehla. “For example, you 
must know which publications 
pull the best, and when; what 
size advertisements are most effec- 
tive in different journals; what 
headlines, what _ illustrations, 
what Copy appe als are most effec- 
tive 

Irving T. Erickson, president, 
Jewel Ice Cream Co., Portland, 
speaking on “Point of Sale Mer- 
chandising,” said: 

“We have found that 60 per 
cent of our ice cream is sold 
during the so-called business 
hours, and 40 per cent is sold on 
holidays and in the evenings. We 
have carefully surveyed the mar- 
ket and found that the housewife 


year 


buys 60 per cent of the merchan- 
cise. We have also found that 
65 per cent of her purchases are 
the result of impulse buying—that 
is, she had no intention of buying 
the product when she entered the 
store. Obviously, here is a 
crucial job of point-of-sale mer- 
chandising. The most important 
factor here is the display of the 
merchandise itself; it must be 
close to the exit and have good 
visibility to the consumer. 

A striking phrase contributed 
by Donald C. Sloan, president, 
Sloan & Wilcox Investment Co., 
Portland, was: “When you are 
green you grow, and when you're 
ripe you rot.” This slogan, he 
said, fits into the mind of every 
salesman. Top salesmen were 
always a little green—green with 
the desire to learn to sell the 
better way. 

Other speakers were: William 
P. Swartz, Jr., of William P. 
Swartz Jr. & Co., Roanoke, 
Virginia, on “Selling installations, 
not just the product,” and Paul 
L. Selby, of the National Con- 
sumer Finance Association, Wash- 
ington, on “Consumer credit as 
a sales tool.” 

Presiding over the conference 
was L. W. Piggin, export man- 
ager, Charles F, Thackray, Leeds, 
and On the platform was Sir 
George Martin, president, Leeds 
Chamber of Commerce, together 
with Charles Sumrie, of C. & M. 
Sumrie, Ltd., Leeds, president. 
Leeds branch of 1.S.M.A. 

At the luncheon in the visitors’ 
honour, Mr. Sumrie suggested 
~ 1.S.M.A, should send a team 
te the States, and Henry J. Sut- 
cliffe urged the floating of a joint 

“Operation Enterprise,” by 
Britain and the US. S. 


Fifty Years An 
Editor 


A record of fifty years editorship 
was celebrated when the largest 
gathering of Newnes directors and 
editors ever held gave a luncheon 
and made presentations to Victor 
Pitt-Kethley, editor of Wide World. 

Mr. Pitt-Kethley joined the pub- 
lishing department as a boy in 1896, 
and when the first editor suddenly 
departed, was appointed successor. 

Sir Frank Newnes, chairman of 
the company, presented him with a 
television set already installed at 
his home and a George III 1786 
silver salver. 

H. C. Tingay (managing director), 
who has been Mr. Pitt-Kethley’s 
fellow worker for 49 years, also 
paid him a warm tribute. 


Agency’s Silver 
Jubilee 


Miss Jean Reid Hannah, 
ing director, Simpson & Gemmell 
Lid., Glasgow, was hosiess to a 
representative company of 130 at a 
dinner-dance to mark the agency's 
25th anniversary. 

Guests included: E. L. Yule, 
president, Publicity Club of Glas- 
gow; Allan Stephen, vice-president; 
and Alex MacKenzie, T. H. Fair- 
bairn and John M. Barr, all past 
presidents; W. E. Sculthorp, chair- 
man, Glasgow branch, 1.8.M.A.; 
Alex Kerr, “Evening Times’; F. C. 
Dench, general advertisement man- 
ager for Scotland, London Express 
Newspapers; Glen T. Drummond, 
Scottish manager, lliffe & Sons Lid.; 
and representatives of client firms 
and other Scottish agencies. 


manag- 


| Ad. ‘Rowse Aids 
Efficiency In U.S.A. 


The large advertising revenue 
earned by mosi of the U.S.A. news- 
papers, supplemented by the income 

hich many of them enjoy from 
their television and radio stations, 
enables them to keep buildings 
plant, and machinery in the highest 
state of efficiency. 

This was one of the outstanding 
impressions of the British Provincial 
Newspapers Productivity Team 
which has returned to this country, 
after a six-weeks’ tour of the U.S.A. 

These advantages are reflected in 
the large number of new buildings 
erected since the war, and the con- 
stant modernisation of machinery 
and the introduction of labour sav- 
ing devices. A greater output leads 
to a more even flow of production. 


‘Vogue’ Awards Presented 


Vogue's 
awards, for the fourth year, were 


annual advertisinz 
presented at a party given by 
Condé Nast Publications at the 
Dorchester yesterday (Wednesday) 

The winners, who rank equa! 
in their classes are: 

Colour pages: Innes Henderson 
& Co., Ltd. Agents: J. Walter 
Thompson Co., Ltd.; Dacca Mills 
Company Ltd. (Pratt & Co., Ltd.); 
Coty (England) Ltd. (S. H. 
Benson Ltd.); Black and white 
pages: Flexees Ltd. (J. Walter 
Thompson Co., Ltd.); Carreras 
Ltd. (J. Walter Thompson Co., 
Ltd.); British Nylon Spinners 
Ltd. (Cecil D, Notley Advertising 
Ltd.); Less than full pages: 
Elizabeth Henry Ltd. (Lovell & 
Rupert Curtis Ltd.); Raymond 
(Wilfrid Tisbury & Co., Ltd.); 
Furniture Industries Ltd. (Alfred 
Pemberton Ltd.). 

This year there was a greater 
wealth of advertisements to 
choose from as Vogue has carried 
a higher monthly average of ad- 
vertising pages per issue than at 
any time since it was founded 35 
years ago, 

The award committee 
prised R. B. Fishenden 
man), editor of the Penrose 
Annual; Mrs. Alison Settle, 
woman's page editor, Observer; 
Mrs. Beatrice Warde. typo- 


com- 
(chair- 


Nylon 


One of the winners. 


grapher, Monotype Corporation; 
Misha Black, industrial designer; 
S. John Woods, director of 
Ealing Studios; and Roger Falk, 
director-general, British Export 
Trade Research Organisation. 

Present at the party were the 
executives of many advertising 
agencies and clients whose adver- 
tisements were among the 76 
finalists in the competition whose 
work was displayed for guests to 
View. 
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DRAFT CODE FOR FURNITURE ADS. 


NO Misleading 


NO Fictitious , 
Reductions e 


Retail Trade Will Discuss | 


NO Ambiguous 


Descriptions x 


Suggested New Rules 


ETAIL furnishers throughout the land will soon be dis- 
een in detail a draft code of advertising standards for 


their trade. 


Drawn up by an advertising sub-committee of the National 
Association of Retail Furnishers in co-operation with the 
Retail Trading-Standards Association, the suggested code will 


be considered first at area level. 


Amendments and sugges- 


tions may then be incorporated and a final draft submitted 
for trade ‘approval on a national basis. 

The draft code represents one of the major efforts of any 
trade to ensure that its advertising shall be maintained on a 


high standard of integrity. 

The proposed code states that 
the abuse of comparative prices is 
the most important single form 
of misrepresentation in retail 
practice, and adds: “A compara- 
tive price statement indicates to 
the public that the particular 
article so marked is offered at a 
price lower than that which 
would normally be charged for it 
under prevailing market condi- 
tions. It may take the form of a 
simple quotation of two prices, 
the higher one being deleted, or 
some modification of this by the 
inclusion of such terms as 
‘usually,’ ‘previous price,’ ‘made 
to sell at,’ ‘one-third off,” etc. 

“When a comparative price 
statement is made the price 
quoted or to be inferred there- 
from must be that at which the 
merchandise itself, or genuinely 
similar merchandise, has been 
actually on sale for a reasonable 
period at the retailer's own shop 
or elsewhere. 

“A comparative price state- 
ment may not be used in respect 
of merchandise specially manu- 
factured to sell at apparent price 
concessions, but which has not 
been on sale previously to the 
public. 

“If it is desired to call atten- 
tion to the attractiveness of such 
offers the terms ‘special purchase,” 
‘outstanding value,” etc., may be 
used. Merchandise must not be 
offered at a fictitious mark-up 
simply for the purpose of making 
an apparently large _ price 
reduction. 

“The retailer must be in a posi- 
tion to substantiate any compara- 
tive Price statements made by 
him.” 

The provosed code stipulates 
that a retailer should not state or 
give the imoression in advertise- 
ments thet goods are manufac- 
tured in his own factorv unless 
he is actually the manufacture- 
of the furniture advertised. in 
which case he should not adver- 
tise his own ma anufactured articles 
as being sold at prices “avoiding 
intermediate nfofits.” 


The term “sale price.” or any 


suggestion of it, whether by 
means of wording, ticket, or 
otherwise, should not be used in 
referring to merchandise which 
has been offered at the same 
price prior to the sale period, it 
is suggested. 

If the practice of free gifts is 
indulged in, then the term “free 
gift” may be used only if the price 
of the merchandise with which 
the articles are given has not 
been adjusted to allow for any 
part of the cost of the gift. 


Similarly, services like the 


The draft code stipulates: 
®@ Price reduction offers must 
be genuine. Retailers 
should be ready to sub- 
stantiate comparative price 
statements. 
Free gift and discount 
offers must be specific and 
not “covered”—even par- 
tially—by price adjust- 
ments. 
“Alluring” offers and “bait- 
advertising” will not be 
countenanced. 
Descriptions of merchan- 
dise must not be am- 
biguous. 
® Trade terms must be used 
accurately. 


making-up of loose covers for 
furniture. or the laying of lino- 
Jleum, may not be described as 
“free” if the price of merchandise 
has been adjusted to allow for 
any part of the cost of that ser- 
vice. In every case it is prefer- 
able that the term “inclusive 
price” should be used. 

“Where a general list of free 
gifts is advertised, specific 
examples should be given to indi- 
cate which free gift is attached 
to a particular purpose.” states 
the draft 

“Where discounts are offered 
it should be made clear by 
accurate description to which 

Continued on page 324 


Qualifications 


H. C. Longley presents a gold 
cigarette case to William Troman. 


60 Years In 
Advertising 


Always a straight shooter 

Always on the target 

Always produced the goods 

These tributes were printed on the 
menu card for a luncheon held on 
Monday at the Queen's Hotel, Birm- 
ingham. The subject of them was 
William Troman, senior partner of 
Mundy, Gilbert & Troman, adver- 
tising agents, in whose honour the 
luncheon was organised by his 
friends, to celebrate his completion 
of 60 years in advertising. 

As a further mark of affection 
and esteem, Mr. Troman was pre- 
sented with an engraved gold cigar- 
ette case. 

Making the presentation, H. C. 
Longley, head of H. C. Longley 
Ltd., and first president of the now 
flourishing Birmingham Publicity 
Associatioa, said Mr. Troman had 
not only been in the advertising 
business for 60 years, but had been 
with the same agency all that time. 
Mr. Troman had maintained a very 
high ethical standard, and had 
enhanced the prestige of advertising. 

Mr. Troman recalled how at the 
age of 13 he got his “first and only 
situation” as an office boy in the 
agency he now headed, and thus 
Started “a lifetime’s work in news- 
paper advertising.” 

He mentioned a number of well- 
known national advertisers who had 
been clients of his agency. 

Five of the senior men in the 
agency, he said, could claim between 
them 240 years’ service. 

He thanked all responsible for the 
luncheon and presentation, especi- 
ally H. Hatton, advertisement man- 
ager, Birmingham Post and Mail 
Ltd., who, assisted by John Red- 
man, Midland manager, Financial 
Times, had been mainly responsible 
for the organisation. 

_Among those present were Eric 
Clayson, managing director, Birm- 
ingham Post & Mail Ltd.. and 
president of the Newspaper Socicty, 
F. L. Johnson, managing director, 
Birmingham Gazette & Despatch 
Ltd., and Roy Clark, advertisement 
director, The Star. Messages of 
congratulation included telegrams 
- Needham, of Express 

rs, Fred Slaughter. of 

y Newspapers, and 
McMillan, of the Man 


hester 
Guardian and Evening News 


NO Free Gifts With 
Cost Cover 


ALA, Leaving 
International 
Union 


The Advertising Association, 
it is understood, has decided to 
withdraw from the International 
Union of Advertising. A letter 
giving the stipulated twelve 
months’ notice has been sent to 
Monsieur Pierre-Georges Bastide, 
Secretary-General of the 1.U.A. 

The Association makes it clear 
that it is not in any way lessening 
its overseas contacts. Liaison and 
co-operation will continue on the 
lines established in connection 
with the International Advertising 
Conference, 

The Association feels it can 
best continue to serve inter- 
national interests by exchanging 
correspondence and information 
directly with the advertising 
organisations of other countries. 
Its decision is not to be regarded 
as indicating any lessening of 
interest in international activities 
nor any weakening of the Asso- 
ciation’s desire to further inter- 
national relationships. 


News Makes The 
Best Ads. 


“News always makes the best 
advertisement,”” said Maurice Clark, 
managing director of a large dry 
cleaning organisation, addressing dry 
cleaners in London last week. 

A set percentage of money spent 
on advertising could bring a return, 
he said. His firm gave preference 
to Press advertising as “‘one of the 
very best means of presentation.” 
Cleaners should always endeavour, 
in their advertisements, to give news 
of their services. It was advisable 
to employ an agency if possible. 
His firm had removed the window- 
backs of their shops and used the 
interiors as displays in themselves. 
They still use window posters to tie 
up with current newspaper advertise- 
ments. 

While brown wrapping paper cost 
£150 a ton, his firm preferred light 
blue paper with the house mark 
printed in red. This cost £50 a ton 
more but the advertising was worth 
it. 


Where Wool Ads. 
Were Placed 


During the past year, advertising 
based on wool rhymes has been con- 
tinued by the International Wool 


Secretariat in 2, coaches on the 
London Underground, states the 
1.W.S. annual report. 

Special display designs were used 
for 16-sheet posters, double-crowns, 
and 100 escalator cards in the U.K. 
each having a topical reference to 
the Festival Year. 2,000 double- 
crown posters and 375 16-sheets 
were displayed in London and the 
provinces, especially on main line 
stations. 
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PRESS NEWS & PROSPECTS 


‘Ad. Rates May 
Have Touched 
Their Peak’ 


—Newspaper Society Chief = Eric M. Clayson 


Many newspapers feel that the 
limit in the rise in advertising 
rates has been reached, Eric M. 
Clayson, president, said at the 
half-yearly meeting of the News- 
paper Society. — 

It is difficult to  over- 
emphasise the importance of the 
price and supply of newsprint, he 
said. The supply position could 
not as yet be regarded as satis- 
factory; the additional 9 per cent 
permitted consumption allowed 
for the General Election had, he 
was informed, involved a reduc- 
tion of stocks which were 
still very much below the 
normally accepted satisfactory 
minimum. 

In regard to price, the worst 
estimates of the pessimists had 
fortunately not been realised, but 
the price might possibly go still 
higher. He had heard alarming 
reports of the prices asked for 
supplies of Scandinavian pulp in 
the coming year. 

In these circumstances, the 
value of the reinstated Canadian 
contracts was incalculable; not 


only did Canada supply us with 
a Substantial tonnage to help 
meet our needs, but she supplied 
it at a price very much lower 
than the United Kingdom 
domestic price. In so doing, she 
acted as a curb on the Scandi- 
navian price, which was at 
present £70 a ton and which 
would go higher if the London 
price exceeds £70. 

For these reasons, although 
this country was now facing a 
dollar crisis of the greatest mag- 
nitude, they must urge upon this 
or any other Government that 
there should be no tampering 
with imports of newsprint from 
Canada under the contracts now 
authorised. 

On the question of what rate 
of advertising commission should 
be recommended by the Society, 
there had been great differences 
of opinion among members, but 
it was quite clear that a substan- 
tial majority was at the moment 
against any variation in the 
present recommended terms of 10 
per cent, 


Birkbeck To Leave ‘Chronicle’ 


W. O. Birkbeck (circulation man- 
ager, News Chronicle) and chair- 
man of the Daily Circulation Man- 
agers Committee is to leave the 
News Chronicle on December 31. 

One of Mr. Birkbeck’s outstand- 
ing services to the trade was traffic 
control of newspaper trains during 
the war. As chairman of the Circu- 
lation Managers Committee he has 
been responsible for maintaining 
contact with all sections of the 
trade and representing all national 
papers in conferences with other 
authorities. 


Mr. Birkbeck started with the 


Sheffield Independent at the age of 


He served with the 
Northern E 
Darlington, 
minster Gazette. He was C. 
the Star in 1936 and moved to the 
News Chronicle in 1938. 
* * * 


E. C. Field (Northe:in C.M. Daily 
Mail) was chief guest at the annual 
dinaer dance of the Darlington and 
district newspaper and periodical 
trade. 

Circulation 
included : 
Managers G. 


Starmer 


executives present 
Northern Circulation 
Winter (News 
Chronicle), S. Arrowsmith (Daily 
Mirror), H. Weaver (Daily Tele- 
. A. G. Garnham (Daily 
. J. Wallace (Reveille). 
2, Bennett (C.M Evening 
Chronicle, Newcastle), M. Mooney 
(C.M. Evening Gazette, Middles- 
brough), and . Thompson 
(General Manager, News Chronicle, 
Manchester) were also present. 
Organisers included Bill Taylor 
(Daily Mail, secretary), F. Walker 


(C.M. Northern Echo, Darlington), 
E. Laws (News Chronicle), K. Tate 
(Newnes Pearson), Roy Seaton 
(Daily ~Herald), A. Pinder-Wilson 
(Daily Mirror). Jack Whitley, 
Hairy Ross and Norinan Banks 
(Kensley). 

Daily Mirror, Sunday Pictorial 
and Reveille circulation representa- 
tives from all parts of the British 
Isles met in Edinburgh last week 
for their annual dinner and confer- 
ence. A. E. Ashwell (Mirror and 
Pictorial C.M.) and W.  Pyatt 
(Reveille C.M.) held conferences 
with their respective representatives. 

cg . * 


Becaiisé of the early selling of 
magazines which is rife in Bristol, 
members of the retailers federation 
in the town have agreed to have 
their supplies held back until the 
day of sale for a trial period. 


‘Ironmongers’ Weekly’ 
Is Incorporated 


Ironmongers’ Weekly, published 
as a summary of the weck’s trade 
news, has been incorporated in its 
associated monthly, lronmongery 
and Hardware. Principal reason 
for this move is increase in costs, 
particularly the 50 per cent rise in 
postage, which hits a publication 
sold on subscription especially hard. 
Ironmongery and Hardware. intro- 
duced last February as a 128-page 
11 in. x 8 in. illustrated review of 
the trade, with colour on many 
editorial pages, carried all the dis- 
played advertising. Its news pages 
will now be expanded to give a 
comprehensive monthly summary of 
all trade news. 


Electricity Costs 
And Newspapers 


Examples of how revised elec- 
tricity tariffs would affect news- 
paper production costs were given 
in a paper presented to the half- 
yearly meeting of the Newspaper 
Society on Wednesday. 

In a large provincial office, 
publishing daily, the annual cost 
of electricity on the present flat 
rate tariff was computed at 
£2,270 Is. On the future 
maximum demand tariff the 
total annual cost would be 
£3,411 Ss. Sd, a SO per cent 
increase. By power factor im- 
provements, however, there would 
be a net annual saving on the 
cost of electricity for the first ten 
years, of £278 14s. 

In a small provincial office, 
publishing weekly, the present 
annual cost was estimated at 
£99 Ss. 6d. On the future maxi- 
mum demand tariff the cost 
would be £265 15s. (167 per cent 
increase). In this instance power 
factor improvement would yield 
a net annual saving of £44 16s. 
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Don't you, be 
the Millionth Man to die 
in a traffic accident 


Remember the “Black Widow"? 
Here is America’s “Millionth 
Man,” being used to remind 
Americans that their millionth 
death from a road accident since 
1906 is expected in December. 
Advertisers throughout the U.S. 
are being asked by the National 
Safety Committee to sponsor ads. 


‘Press Must Co-operate So 
Ads. Get Best Results’ 


—L. P. Scott 


In countries where there is no substantial Press advertising there 
are open or hidden subsidies and the Press, as a whole, is not nearly 


so satisfactory as in Britain, said L. P. Scott, 


Guardian and Evening News 
Ltd., addressing Sheffield Pub- 
licity Club. 

Without newspaper advertising it 
would be very difficult for this 
country to remain a genuine demo- 
cracy, he said. 

Democracy was built on various 
pillars of freedom, one of which 
was the freedom of the Press. If 
newspapers had to pay entirely on 
money received from readers the 
selling price would be at least twice, 
and probably three times, as much 
as at present. 

“If we are going to have a Press 
which is cheap, popular and varied 
then newspapers have to have some 
financial support other than from 
sales,” he said. “In countries like 
this, where that support comes from 
advertising, it is possible to produce 
a Press free from outside pressure.” 

Of course, if advertisers were able 
to put political or other pressure on 
editors, and editors were to bow to 
that pressure, then the Press, even 
with advertisements, would not be 
free. Experience in this country 
was that it practically never hap- 
pened. 

In any case of which he had heard 
where an advertiser had tried to put 
pressure on an editor he had been 
shown downstairs unceremoniously. 

Newspapers, said Mr. Scott, must 
be willing to co-operate to help ad- 
vertisers to place advertising in the 
best possible position and with the 
best possible design. 

They should be willing to give ad- 
vertisers information about their 
readership, even to the extent of 
carrying out market research as had 
been done recently in Manchester. 

If newspapers h'd some unfavour- 
able fact about their ———> they 
would be found out, even though 
they might keep it up for a sur- 
prisingly long time. Mr. Scott went 


,» Manchester 


on to emphasise that the advertis- 
ing department must see that adver- 
tisers got results. If they did not— 
and local advertisers knew pretty 
accurately whether results were 
forthcoming—the advertisers would 
not only stop advertising but would 
tell their friends “what a rotten 
newspaper it was.” 


Club News In Brief 


The Conservative Central Office 
ranked the radio above newspapers 
and the cinema as a medium of 
mass appeal, M. Chapman-Walker, 
chief publicity officer, told the 
Publicity Club of London, in a talk 
on election publicity. 

* * * 

T. W. Thomas was installed as 
president of Cardiff Publicity Club 

y the retiring president, A. 
McTaggart Short. 

* * * 

Films proved a popular innova- 
tion at the November evening meet- 
ing of the Publicity Club of 
Aberdeen. 

* . * 

Quoting from his experiences in 
Switzerland, Claude F. Wyatt told 
the Advertising Club of Oxford that 
retailers could learn a lot from the 
Continent. 

* * * 

Thanks to Southampton Publi- 
city Club for their work in under- 
taking publicity in connection with 
the town’s Shipping and Industries 
Exhibition, which drew an attend- 
ance of 36,000 people, have been 
expressed by R. P. Biddle (Docks 
and Marine manager at Southamp- 
ton) chairman 1 the exhibition 
committee. 
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MARKETING NEWS AND TRENDS 


Dalton Blamed For Drop 
In September Sales 


‘A drop of 14-1 per cent in 
September sales is due, in part, 


The sales index figure, using ‘the 
average monthly sales during 1947 
as the base of 100, is 151 compared 
with 176 for September 1950. 

Mr. Caves adds: “The serious- 
ness of the decline is made more 
apparent bearing in mind that the 
cumulative net home sales figure 
dropped from 118-2 per cent at the 
end of August 1951 to 112-7 
cent at the end of September. 
in fact happened was that 5-5 per 
cent of the cumulative nenaeuixes 
increase in sales this year was lost 
during September. Unless the 
volume of sales for the remaining 

uarter is maintained it may be 

t turnover will not reach a com- 
parable figure to that of 1950 by 
reason of lower prices.” 


Test For Our 
Salesmen 


British salesmanship may soon be 
put to the test, says D. R. Griffiths, 
director of the Incorporated Sales 

magers’ Association in his 
annual report. 

He states: “While the statistical 
reviews quote impressive figures on 
huge defence expenditure, full em- 
ployment, and high disposable 
income, business men are seeking 
answers to the question. “Where is 
all the money going?’ 

“Some manufacturers of clothing 
are talking about short-time and 
unemployment. A trades union and 
two employers’ organisations have 
jointly appealed for sales.” 


ODD SP@T 


Productivity On 
The Agenda 


A team of in leading British 
industrialists, formed by the Feder- 
ation of British Industries and the 
British Employers’ Confederation, 
will be leaving shortly for the 
United States to attend the first 
International Conference of Manu- 
facturers in New York. 

Purpose of the Conference is to 
enable leading industrialists of the 
United States, Britain and Western 
Europe to secure, by a personal 
exchange of views, a better under- 
standing of each others’ problems; 
to discuss the efforts now being 
made to promote higher produc- 
tivity; and to consider ways of 
continuing these efforts. 


More firms are joining in the 
campaign to show that clothing 
prices are being kept as low as pos- 
sible and thus beat the “don't _ 4 
advice given by Dalton. An ad. 
“Linda Leigh’” dresses (Louis S. 
Mintz Ltd.) ties in the value of 
brand names: “Branded clothes 
carrying the label of reputable 
manufacturers give you better intrin- 
sic value to-day than ever before. 
You get good cloth, clever styling, 
expert cut and first-class tailoring— 
all these at the lowest price, made 
possible only by planned production. 
This “i is true value: to be per- 
suaded by mere ‘cheapness’ of price 
is to be deluded.” 

Effect of Dalton’s advice is, how- 
ever, still being felt. i 
C.W.S. drapery manager, 
Wands, reports: “The sales graph 
in the drapery trade is like a picture 
of the Alps, with very high peaks 
and deep valleys.” 


George Breeze (left) director of display for Lewis's stores throughout Great 
Britain, was presented with a silver rose bowl by Alderman A. Ernest 
Shennan, of Liverpool City Council, at the first annual dinner-dance of the 


north-west area of the British Display Association. 


The trophy is to be 


competed for annually to encourage good shop window and interior display 


on Merseyside. 


Also pictured (left to right) Edward Stuart, chairman of 


the branch, the Lady Mayoress and the Lord Mayor of Liverpool, and Miss 
Jean Stuart. (Full report next week.) 


4 Marketing Newsbriefs 


Nearly 300 orders have excody 
been received from the U.S.A 


Richard Shops, for ladies’ Seas 
coats offered direct by post. 


* * * 


are more luxurious this 
winter. Some lines are piped with 
gold or silver, others are jewelled 
on velvet. 
* * * 


Sales of bottled beer are going 
up. Whitbread’s are seeking capita 

to finance new bottling centres, 
improvements of premises and 
a of their transport 


* * * 


are planning to produce 
a lighter, smaller-engined, economy 


car. 
* * * 


A new indoor television aerial 
embodies direction characteristics 
which can be used to eliminate or 
reduce “ghosts” and interference. 
Produced by Aerialite Ltd., a ready 
sale is phe Bn on housing estates 
where regulations prohibit outdoor 
aerials. 

* * 


Magi-rack, just ea out by Platers 
& Stampers Ltd., keeps steel tools 
on the rack by magnetic attraction. 
It has a white enamel finish. 


A +" pressure cooker, the 
Tempo t, has been introduced 


by Almag ngineering Co., Ltd. 
* 7 * 


A mail order test campaign is 
being run in the Manchester area 
for a Eugene hair rejuvenator con- 
taining what is described as an 
“exclusive new ingredient’ ~~ 
Agents: McConnell’s 
Service Ltd. 

* * * 


Wholesalers in Victoria, Australia, 
are refusing to handle Japanese 
toys, and some big retailers are 
boycotting other Japanese goods. 


* * * 


A new 7 is being made at 
the recently opened Esso refinery 
at Fawley. it i is being marketed 
under the name of Esso Blue and 
is coloured blue for identification. 


* * * 

New alarm clock—*The Tide"’—is 
being marketed by Westclox Ltd., 
to retail at 35s. 

* * * 


Everetts Ad Ltd. are the 
agents for the new Keen, Robinson 
baby soup—Robsoup—not C. Ver- 
—S Sons Ltd., as reported last 


B.0.A.Ce Big 
Sales Conference 


Forty representatives from 38 
different areas of the world attended 
the second of B.O.A.C.’s annual 
world-wide sales conferences held 
in London last week under the 
chairmanship of the sales director, 
Keith Granville. At some sessions 
the chairman was Winston Bray, 
B.O.A.C.’s sales manager, who was 
responsible for the conference ar- 
rangements. representatives 
were welcomed by Sir Miles 
Thomas, B.O.A.C.’s chairman, who 
is president of the Advertising 
Association, with news of the Cor- 
poration’s overall surplus of 
£133,000 for the first six months of 
the current financial year. 

— the subjects discussed at 
the conference were sales policy, 
plans, techniques, and such matters 
as booking systems, fares, methods 
of stimulating traffic, development 
of tourist traffic, advertising and 
publicity programmes. Also the 
effects of decisions taken at the last 
conference were analysed, and fresh 
aspects of the aggressive sales policy 
now being pursued 4 the Corpora- 
tion were conside 

The conference 
equipped with B.O.A, c a and 
advertisements arranged under the 
direction of the advertising man- 
ager, J. R. Ashwell Cooke. 
BOAC. oe ma A 
O.AKC, a its 
totalled 400 years. 


es 273 AD VERTISER'S WEEKLY ‘ 
So ; 
ee 2 a ey . : 
e i ty a oe. " 
| f : ee | | “hi ; : A é ' 
x me ‘ +m Fy ‘ ] ; Pd ; : 
si, to the “Dalton episode,” states 2 — | Te & 7 
BEES W. T. Caves, secretary of the = F - Bret 7 
frye : net uae | ve ARR: . oe . 
aes Ree + Se -M, @ ‘ q 
mee ed —* di _ = 
hi be ag 7 es ay a ps 4 % A ‘ . - : J a 
R , ‘eee ee / at Se : z i : 
i I  )= : 
a 
Ey eee ee ee eT EEE ee 
om ue  - - oe a % o 
j cs ag We a p> < ‘és . a  ¥ i, & ars ae Y.-S id “= a 2 
L- . $ A . oa a re . si 3 a ¥} mi i ae Lae asd ie : 2's M “J é 
" . er . ee ae ee eee “ag ld at 
‘ ae ‘ me ee : ff . 4 , et ? : KG ay. he er a: sal | 
a) 4 $ ae : a Ke, ie ee £: yy ba oa a ae 7 F - 4 
a ‘ "Se 7 = ts - e a s : Bhi me rp iS - . * ‘a j 
aly “OE oe a 
| ee \ 
SSSHSSSSSSSSSSSE BEC SESEECESOSS 5 
; When the Tie Manufac- 
rein turers’ Association and thes 
4 Wholesale Textile Association | 
; smeet next week to discuss$ 
he $selling policy for ties, a 
A -~- publicity scheme any! Pe 
¥ be advocated. : ; 
iz $ ‘Trade opinion is that men 
; gare mot sufficiently quality? la 
gconscious about neck-wear.$ i" 
. $Too many cheap ties, it is$ 7 
Sconsidered, are being worn’ ; 
: re —— , a ; 
« Coeeeccoccccccoveccoccocoosooes a 
J eC = ; 
ee 
; a 
: 
Z 


ae 


esa 


ADVERTISER'S WEEKLY 


ae 


Watt An Associate 
Director With 
Pritchard, Wood 


J. A. P. Watt, who has been an 
account executive with F. C. 
Pritchard, Wood & Partners Ltd. 
since 1946, has been appointed an 
associate director of the company. 
He joined PWP on the production 
side in 1935 after being a year with 
Charles F. Higham Ltd. Mr. Watt 
served with the Royal Artillery 
(A.A.) from 1939 to 1946, attaining 
the rank of Major and being 
awarded the M.B.E. for his war 
service. 

* . 

Cecil D. Notley (Cecil D. Notley 
Advertising Ltd.) has been presented 
by his wife with a daughter— 
Belinda. 

* * * 

Lord Woolton, Lord President of 
the Council, has accepted the 
Advertising Association’s invitation 
to be guest of honour at their 
annual dinner and dance at the 
Dorchester on November 26. 

- * * 

R. A. Sim .» whose appoint- 
ment as chief circulation manager 
of The Sunday Times was announced 
ty Kemsley Newspapers last week, 
began his newspaper career in 
Glasgow when he joined the Daily 
Express office as a traveller. Later 
he was circulation manager at the 
same office for a number of years. 
Afterwards, he moved to Kemsley 
Newspapers at Glasgow and became 
their general circulation manager for 
Scotland, handling all the Group 
papers in the area in addition to the 
Daily Record, Evening News and 
Sunday Mail. After war service 
Mr. Simpson returned to Kemslcy 
Newspapers, this time in London. 
as general circulasion manager. 
During the last few years he has 
held the post of assistant general 
manager and, latterly, business 
manager, publications. 

* * * 

Mark Stone has been appointed 
Press officer in Britain for the 
Chicago International Trade Fair. 

* * ” 

P. J. Lucas, Films Officer of the 
Gas Council, has retired after 40 
years in the Gas Industry. 

* . 


A. Adams, well known 
commercial designer, has joined the 
design staff of the London School 
of Printing and Graphic Arts. Since 


the war has been art editor to 
Future, Go and Fashions and 
Fabrics. 


* & 
Ronnie Stevens, London ad. 
representative of the Western Daily 
Press and Bristol Observer has 
jeined the Publicity Club of 
London. 
* * 


C. W. Jones has joined the 
London sales staff of the Imperial 
Printing Ink Company (Printing Ink 
Manufacturers Ltd.). Mr. Jones 
comes from the London Master 
Printers’ Association, and is well 
known in London printing circles 
for his work connected with the 
Joint Industrial Council's scheme 
for selection of apprentices. An- 
other appointment announced by 
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te, * 


the Company is that their technical 
representative, Leonard Chammings, 
has been elected a director. 

. “+ * 


Douglas Jay, Financial Secretary 
to the Treasury in the Labour 
Government, has re-joined the Dai.¥ 
Herald as economic adviser. 

* * * 


W. H. Gough, of Samson Clark 
& Co., Ltd., celebrated his twenty- 
fifth year with the firm last week. 

ite. * * 


Philip R. Alp, who has joined 
Pinschewer Films as London man- 
ager, was previously with the pro- 
paganda division of the Foreign 
Office. 

* 7. 

Brian Dornton Duff, until recently 
an accounts executive with W. S 
Crawford Ltd., is now practisin 
as a consultant. Mr. Dornton Du 
is 35. He served with the H.A.C. 
from 1940 until he was captured in 


Following the annual meeting 
of the Advertising Association, to 
be held at Ludgate House on 
November 26, an extraordinary 
meeting will consider a resolution 
that the title of general secre- 
tary, held by nd 
Armstrong, be 
“director general.” 


Libya. in 1942. He was awarded 
the D.G.M. and the M.M. and was 
commissioned in the Gunners after 
escaping from a P.O.W. camp in 
Northern Italy in 1943. In 1945 
he was appointed military super- 
visor on the staff of the Director 
of Army Kinematography. Before 
joining Crawford's he was a direc- 
tor of a provincial advertising 
agency.- - ~ 
* oe oe 

Arther Parkinson has been 
appointed to the board of directors 
of Crompton Parkinson Ltd. In 
consequence he has ceased to be an 
executive director of the company 
and has relinquished his position as 
assistant general sales manager of 
the plant division. 

* * 4 

At a “hail and farewell” 
luncheon in the Central Hotel, 
Glasgow, advertising agents said 
goodbye to S. Howard Baker, Scot- 
tish mafiagtr of Iliffe & Sons Ltd., 
for 22 years: and welcomed as his 


R. A. Simpson 


successor, Glen T. Drummond, who 

has acted as deputy manager for the 

past two years. A. F. de Jonquet, 

advertisement director of the firm, 

presided. 
* * - 

W. B. Wooller has resigned his 
directorship of Applied Designs 
Co., Ltd., to join the London office 
of Ripley, Preston, as account 
executive. Prior to joining Applied 
Designs he was with the Advertising 
Department of Exide and Drydex 
Batteries. 

* +. 

T. J. Vaughan, previously with 
John Haddon & Co., Ltd., has 
joined Clifford Martin Ltd. as an 
account executive. 

‘* * * 


F. G. Humphrey has left the 
Ministry of Transport, where ht has 
been director of information since 
1946, and has started a Press and 
public relations consultancy with 
offices in London and Birmingham. 

* * * 


W. J. Thomas, manager of F. 
Moody & Co., Ltd., Bath, for the 
past 17 years, is retiring. His suc- 
cessor will be Edward Capper, 
previously with Mills & Rockleys 
Ltd., and with the Borough Bill- 
posting Co. 

* * * 


C. G. Davenport, who has joined 
Cavendish Publicity Service Ltd., 
aS an account executive, has 
handled a wide range of accounts 
and has particularly specialised in 
technical copywriting. He was one 
of the earliest test pilots in the 
Royal Flying Corps and during the 
last war was a Radar production 
officer in the Ministry of Supply. 

+. * * 

Vv. Cochrane Harvey, managing 
director of Empire Film Produc- 
tions, and a member of the Pub- 
licity Club of London since 1946, 
has become the Earl of Jermyn 
through the death of his uncle. 
His father, formerly Lord Herbert 


Harvey, is now the Marquis of 
Bristol. 


Robert Siddons, chairman of Lintas Lid., addressing the Press Advertising 


Managers’ Association in London. 


Seated, left to right, are Ernest Hayes, 


hon. secretary of the Association, David Clackson, president, and George 
Studd, vice-president. 


J. A. P. Watt 
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C. G. Davenport 


OBITUARY 
Thomas Dixon 


A prominent personality in adver- 
tising circles for 60 years, Thomas 
Dixon, managing director of Dixon’s 
West End Advertising Agency Ltd., 
died on Friday as the result of 4 
Street accident. He was 82. 

“Tommy” Dixon formed his own 
agency in Great! Marlborough 
Street in 1891. It became Dixon's 
West End Advertising Agency in 

903 


He was keenly interested in the 
training of young advertising men 
all his life and it was about this 
time that he became European 
representative of the American 
Page-Davis Advertising School. In 
1908 he founded Dixon's Institute 
of Advertising and Salesmanship 
which is still flourishing. 

The dictaphone was introduced 
to this country by Mr. Dixon and 
he became managing director of 
the Dictaphone Co., Ltd. 

He was well known in club circles 
and was a founder member of the 
Institute of Incorporated Practi- 
tioners in Advertising, the Advertis- 
. eas and the Aldwych 


ub. 

Several leading advertising men 
were helped by him in their early 
days including Andrew Milne, who 
became office boy in Dixon’s agency 
when he left school. 

The funeral is being held to-day 
(Thursday) at St. Peter’s Church. 
Vere Street, W.1, at 2 p.m. 


L. W. Matters 


London representative of The 
Hindu and for 12 years president 
of the Indian and Eastern News- 
paper Society, Leonard W. Matters 
died last week, aged 70. 


Funeral Of Sir 
Herbert Grotrian 


At the funeral of the late Sir 
Herbert Brent Grotrian, at Heath 
and Reach Parish Church, Beds, 
last week, representatives .of the 
many newspaper interests with which 
Sir Herbert was associated included : 

F. R. Lewis (managing director, 
Argus Press and United News- 
papers), J. H. Parham (managing 
director, Provincial Newspapers), W 
Cowper Barrons (managing editor, 
Northampton Chronicle & Echo and 
associated papers), John Thomson 
(Northcliffe Newspapers Group and 
chairman, Hull and Grimsby News- 
papers), T. B. Mackim (managing 
editor, Hull Daily Mail and director, 
Hull and Grimsby Newspapers), 
J. H. Giles (Grimsby Evening Tele- 


graph and director, Hull and 
Grimsby Newspapers), Kolin 
Robertson (chairman, Yorkshire 


Evening News Golf Tournament, 
also representing Frank Heywood, 
general manager, Yorkshire Evening 
News), and C. F, Wells (Provincial 
Newspapers’ head office, also repre- 
senting W. Redpath, London editor). 


a as Ol ne Bat °C ae eine eae a a a ons © |. — on 
eS _ es a 
- 
. Fa linn TRE ea Ata g a 
4 4 YIP : - ae % 
ee ee : eae “ia s . - 
— a - : - : : 
ca 7 
a va 
i . ' ‘ — a hm 
| —_________ 
ee 
- if 
7 
2 Ld 
A 
7 a 
| po 
= si 
Re “> y Sic Sees: Sel 
_, ~ os 
: oF is 
i" : 
A East . 
ee e Die e 
te . an . ' Kita 
ey 4 ig i 
4 y 4 a" ‘s + 
wt, ae r d . f : te a a 0d D 
— ; 5 a | : 
—— ee 
3 PT 


& nee ee - A yes ae! 


MPORTANT 


. aes 


- 7 hae r 2 ne 


io Britain’s mos 


varket-the 1750500 


ee 


% 


ill women cirenlation of 


; a ~. Ll 5 
bidd it 


Stuart Mander, Advertisement Director, George Newnes Ltd., Tower House, Southampton Street, London, W.C.2 Temple Bar 4363 (40 lines> 
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From Advertising 


LANCASHIRE I1.S.B.4. ADVISED TO 
USE ‘FLUID, SELECTIVE MEDIA’ 


| eeremmgens profits cannot be earned through advertising 
unless, and until, there is a greater measure of understand- 
ing and liaison between the advertiser and all the trade and 
professional organisations which have a stake in the result. 


This opinion was given by 
Winstan Gordon, president of the 
Display Producers and Screen 
Printers Association, and chair- 
man and managing director of 
Gordon's Associated Companies, 
addressing Lancashire section of 
the Incorporated Society of 
British Ad- 
vertisers. 

“The fol- 
lowing fac- 
tors should 
be carefully 
considered 
when plan- 
ning adver- 
tising for 
a profit,” said 
Mr. Gordon. 
“Start with 
a clear deci- 
sive policy; 
give the 

Winstan Gordon widest pos- 

sible terms 
of reference and powers to the 
advertising executive, who should 
key the advertisement to the 
medium and not to the product; 
maintain a fluid selectivity of 
media with full regard to regional 
rather than national planning; 
exercise the strictest possible 
supervision over the campaign 
from start to finish and think in 
terms of profit and not of space 


” 


points from Mr. 
Gordon's address were: 

“There are too many dabblers 
in advertising and people who 
possess a scanty knowledge and 


_ experience of advertising who 
believe that their technical know- 


ledge of their product is suffi- 
cient to justify what, in some in- 
stances, amounts almost to inter- 
ference in the advertising section 
of the profit motive.” 

Any organisation spending a 
reasonable sum of money on 
“advertising for profit” should 
employ a qualified advertising 
executive and make him fully 
responsible for the numerous 
ancilliary duties connected with 
advertising expenditure. 

Though he must have some 
technical knowledge of the 
product, a shrewd idea of the 
media most likely to be best 


suited for the product and a 
clear picture on general sales 
policy, an advertising execu- 
tive need not have advanced 
technical knowledge of the 
product, be a walking encyclo- 

pedia on market research, a 

qualified salesman, or be 

bogged down with weighty 
routine administration. 

“The man who realises that 
wooing the public requires finesse 
and not just a wolf-whistle is the 
man required.” 

The three most important 
aspects of either the executive's 
or the agency's contribution to 
the profit motive were design and 
presentation, selectivity of media, 
and campaign supervision. To 
advertise for profit, one of the 
most important prerequisites was 
to key the advertisement to the 
medium employed and not to the 
product. 

It was, a wrong policy to com- 
mission only one designer for a 
particular product, especially if 
the same designer was engaged 
year after year. 

Better results might be obtained 
in the long run through the em- 
ployment of free-lance designers 
and the_ creative artists of the 
agencies. Those employed exclu- 
sively within the organisation 
concerned were apt to develop a 
sense of familiarity as, with 
certain exceptions, rule-of-thumb 
advertising tended to become both 
powerless and monotonous. “Il 
believe that trial and error—the 
practical way—the hard way :f 
you like—is the only reliable 
method of finding out which type 
of advertising will subscribe the 
most towards your profit motive,” 
he added. 


Campaign Idea 
Commended 


A. P. Cooper, publicity organiser, 
Norwich Union, told the Chelms- 
ford and South-East Essex Insur- 
ance Institute that collective adver- 
tising would be ideal for certain 
themes such as the “Have you 
doubled your insurance?” campaign 
recently advocated by H. A. Shep- 
pard, a Tunbridge Wells insurance 
broker, in ADVERTISER'S WEEKLY. 


This unit, designed and constructed by Milor Display Service, is 


being used by British European Airways in London travel bureaux 
to introduce the new Elizabethan class aircraft now in service on the 


Paris route. 


The display links portraits of famous Elizabethans with 


aircraft bearing their names. 


OLDEST GERMAN 
AGENCY IS 75 


To commemorate its 75th 
anniversary, the William Wilkens 
Werbung, of Hamburg and other 
towns, Germany's oldest adver- 
tising agency, has produced a 
superb example of colour print- 
ing in the form of reproductions 
of four famous paintings. 

Maintaining connections with 
many large British advertisers, 
this agency was founded by the 
father of the present senior 
principal. The third generation 
is represented by 28 years old 
William Harry Wilkens who, 
after studying advertising in 
England, is now in the United 
States widening his knowledge of 
international advertising. 


‘New Mass Market’ 


Amalgamated Press has produced 
an attractive three-leaf folder, 
entitled “New Mass Market for 
Advertisers,” to describe the adver- 
tising advantages of a new group 
of its publications, the A.P. Library 
Group. 

Consisting of 8d. adventure 
stories, the group comprises the 
Woman’s World Library, Miracle 
Library, Oracle Library, School- 
girls’ Own Library, Sexton Blake 
Library, Western Library, Cowboy 
Comics, and Thriller Comics. __ 

At £240 per page for a combined 
sale of more than 1,600,000 copies, 
the advertisement rate works out at 
less than 3s. r page per 1,000 
copies sold, it is pointed out. 

he folder has been circulated to 
advertisers and their agents. 


All At Sea 


Rhyl Council Publicity Com- 
mittee is to ask the B.B.C. what 
are the prospects of commercial 
advertising on television? 

Cr. J. Shepherd said: “Tele- 
vision is not in a groove like 
sound radio. It should be pos- 
sible to show a film displaying the 
amenities of a resort like Rhyl.” 


To Pull Tourists 


SPEND MORE (1) 


Not enough money is being 
spent by Europe to attract 
American tourists stated a report 
presented to a recent Inter- 
national Conference on Tourism 
in Paris. 

The report commented on the 
fact that Europe’s £350,000 ad- 
vertising campaign in the United 
States in 1950 was approximately 
five per cent of the amount spent 
by each of two automobile 
manufacturers in the U.S. to 
advertise one car in each of their 
lines during that year. 


SPEND MORE (2) 


Making his first public appear- 
ance since his appointment as U.S. 
Ambassador to Ireland, Francis P. 
Matthews, told the Irish Tourist 
Association at their annual dinner 
that he considered Ireland needed 
to be more widely publicised in 
America if it was to attract tourist 
traffic. 


Among 17,206 male workers in Bristol Dis- 
tributive Trades the Evening Post is read 
each day by more than 13,800 

That’s ‘Distributing’ your Advertising 
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...the obvious 
first choice 


in appealing to women 


of means, intelligence, 
and good taste was 
and still is ses 


where EVERY ADVERTISEMENT IS GUARANTEED and where that 
obvious first choice is more obvious still since feminine confidence 
in Good Housekeeping is greater than ever... 
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THE NATIONAL MAGAZINE CO. LTD., 28-30 GROSVENOR GARDENS, LONDON, S.W.1 
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Cheek By Jowl 


S it right for a newspaper to criticise advertisements in its 
[ecturss This question is being debated since both the Daily 

Herald and Reynolds News slated, in the same issues, adver- 
tisements for Aims of Industry andfor the Free Enterprise 
Campaign respectively. Certainly no rules have been infringed, 
but some people are rather hot under the collar. 

A newspaper does not commonly quarrel with its bread and 
butter at breakfast time, though it does select its menu in advance 
—a choice that may involve rejection as well as acceptance. It 
would be surprising if a newspaper advised readers not to buy a 
food or medicine advertised in the same number, for it would lay 
itself open to the retort that if it considered the product bad, it 
should have refused the advertisement. When it comes to the 
advertising of ideas, or even of books in which ideas are expressed, 
it is not quite the same thing. 

Truth, in an acid comment, suggests that if the newspapers con- 
cerned disapproved of these advertisements, they should have 
attacked them when they first appeared in the Press, and not waited 
until they themselves had taken the advertiser's money. But in 
the realm of political controversy the niceties tend to be ignored, 
so the point is perhaps academic. 

A newspaper offered advertisements with which it disagrees 
can, of course, turn them down. This has often been done. Some 
papers holding anti-liquor views will not, for example, accept 
drink advertisements. Their policy has the merit of consistency. 
But it would be a bad day if such a ban were applied to political 
advertising. It is the duty of the Press to give its readers the 
opportunity of considering all points of view, except those 
libellous or seditious, and this duty surely holds good even though 
the propaganda is vaid for. 

If it accepts such advertisements, as it should, it can either say 
nothing about them, or do as the Daily Herald and Reynolds News 
have done. It can then argue that a newspaper is at liberty to 
comment on any subject of public interest, and that if a current 
advertisement is of public interest, it should not be immune. 
Whether it is quite fair, or sound practice, to publish a counter- 
blast cheek by jowl with the advertisement is open to question. 
There is so much to be said for keeping the newspaper's own 
opinions to the leader column. 

The sponsors of these “political” advertisements, of course, 
have nothing to worry about. The value of their space is more 
than doubled, for maximum readership is assured. Wars, 
especially wars of opinion, are only won by carrying the battle 
into the enemy’s camp, and the foe fights back most strongly 
when he is most fearful of defeat. 


@ Change of subscriber's address: Please inform the publishers three 
clear weeks in advance of the issue for which change of address is to 
take effect, and include present address in full as well as new address. 


To-morrow’s Topics f 


Paper market changes 
may lower prices 


(THERE are signs that a 
change is coming in the 
paper market. Merchants no 
longer find that demand always 
exceeds supply. 

There is evidence to show that 
some large printers and publishers 
have reasonable stocks and, now 
that they are convinced that 
prices are not going higher, they 
are in no hurry to place forward 
orders, 

Last week's announcement that 
no change js to be made for the 
time being in newsprint prices is 
further evidence that the upward 
curve of paper prices. has 
flattened out. 

Stationery Office calls for cer- 
tain types of paper are reported 
to be of lesser volume than of 
late; there is a reduced demand 
from the textile industries, which 
consume a large volume of wrap- 
ping and packaging paper; and 
paper merchants in the north- 
east report a substantial fall in 
the requirements of the woollen 
industry, 

The merchanting side of the 
paper trade is always the first 
to discern signs of change, but if 
present trends continue they will 
soon be reflected in the state of 
mills’ order books. 

— _— _— 


Paper makers who use esparto 
grass have been seriously per- 
turbed by the action of the 
Tunisian Government in impos- 
ing a Compensation Tax on grass 
shipped from its territory. This 
threatens to raise the cost of this 
material by £8-£9 per ton, and 
urgent representations have been 
made by the Esparto Paper Makers 
Association to secure clarification 
and modification of the tax. Such 
a big increase in raw material 
costs would result in a corres- 
ponding increase in the finished 
esparto paper, widely used in 
book printing and as the base for 
many coated papers. 


om oe 


Luxembourg survey 


out soon 


RELIMINARY reports on 
the results of a listenership 
survey conducted in Britain for 
Radio Luxembourg are expected 
to be published next week. 
This week representatives of 
the British Market Research 
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Bureau have been calling at 
homes in England, Scotland and 
Wales to find out how successful 
is transmission on the Con- 
tinental station’s new 208 metres 
wavelength. 

Towns being visited include 
Birmingham, Cardiff, Lincoln 
and Liverpool. 

For some time various agencies 
have been carrying out limited 
surveys of their own to assess the 
extent to which people listen to 
Luxembourg, but this is the first 
comprehensive survey of its kind 
to be carried out since the intro- 
duction of the new wavelength. 

Radio Luxembourg Advertising 
Ltd. plan to publish full details 
of the survey. Forecast is that 
advertisers will be surprised at 
the results. 


A publicity dictionary is to be 
published in Holland early next 
year. It will be in four languages 
—English, French, German and 
Dutch. Publishers are “Revue 
der Reclame,” official organ of 
the Dutch Advertising Associa- 
tion. The first edition of 3,000 
copies will be out “at the begin- 
ning of 1952.” Space is being 
offered to publishers and adver- 
tising agencies in all four 
countries. 


Launderers planning 
publicity drive 


HE large-scale advertising 

campaigns of the makers of 
domestic soap powders and 
synthetic detergents are making 
commercial launderers sit up and 
take notice. So are the publicity 
efforts of the home washing 
machine manufacturers. And 
the launderers are wondering 
whether a counter-campaign 
would help them to keep washing 
out of the home. 

They are also hoping that if a 
national] advertising campaign is 
run on behalf of the some 2,000 
laundries which make up the 
Institution of British Launderers, 
it may off-set some of the bad 
publicity that they have had this 
year. 

A suggested scheme is being 
discussed by launderers through- 
out the country. Their views on 
the subject are to be sent to their 
National Council for a_ final 
decision. 

About £50,000 would be spent 
on the campaign. 


ROUND TABLE 


»W. PLAYER LTD 


30 FLEET STREET - LONDON E.C.4 + CENTRAL 2786 (3 lines) 


The London Office of some of the best media in the country : 
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Bill Robinson, a skilled mechanic in a. big garage, is 26, and is getting 
married when he's added just a bit more to his savings. Naturally keen 


of eye (in his job he has to be!) he's always on the lookout for anything 


that might go into that home he’s planning —and everywhere he goes 


he sees the sites - 


and takes in what's on them. 


* Over |,000,000 owned by British Transport 


Every day millions of people of every age, every income group and every occupation 
see some of these million sites—on buses, trains, stations, vans and elsewhere. 
They may not all be travellers but, somewhere, somehow, sometime, they see the 
sites. Have you introduced yourself to these people . . . told them what you make 
. +» why it’s good .. . where to get it? If not, ring up or write — 

The Commercial Advertisement Officer, BRITISH TRANSPORT COMMISSION 
Cranbourn Chambers, Leicester Sq. Station, London, W.C.2. Phone: Temple Bar 3490 


SCOTTISH OFFICE: 7 CASTLE TERRACE, EDINBURGH. PHONE: EDINSURGH 31021/2 
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POLICY PLATFORM—Agency Recognition (1) 
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Hardship To The Few Justified By 
Benefits To The Many 


business a “closed shop”? 

Yes, say those who knock 
vainly at the door, but it 
should be open to us all. Those 
who are safely within point to 
the fact of their own admission 
as proof that the door can be 
opened, and contend that the 
obstacles to entry are justified 
up to the hilt. 

The obstacles, of course, arc 
those created by the practice of 
agency recognition, or accredita- 
tion, whereby an agency must be 
formally “recognised” by the 
appropriate organisation of 
media owners to qualify for 
commission. This means that an 
“unrecognised” agency must rely 
on sources other than commis- 
sion for its main revenue, and 
can never, until it does obtain 
recognition, hope to expand into 
the field of big business. The 
newly formed “agency,” unless it 
has some sizable accounts in its 
pocket, has indeed a hard row to 


L the advertising agency 


hoe. : 

Probably because the organisa- 
tions concerned do not publicise 
the conditions under which re- 
cognition is granted, the subject 
is little understood among the 
advertising rank and file. Would- 
be agents are often surprised and 
baffled when they discover that 
they do not qualify for commis- 
sion merely by putting up a brass 
plate bearing the words “Adver- 
tising Agency.” But there is 
rea:ly no mystery about it. The 
terms and conditions have been 
published, and there is a strong 
case for a system that is held to 
safeguard, not only the legitimate 
self-interest of media owners 
but, in the general view, the true 
interests of advertisers. 


* * * 


HE writer has before him de- 

tails of how agency recogni- 
tion operates in Great Britain, in 
the U.S.A., in Australia and in 
the Republic of Ireland. In each 
case, the principles are the same; 
only in the way they are imple- 
mented are there differences. Let 
us first see how the system works 


here. 
Three publisher organisations 


The principles, terms and conditions of agency recognition, though no 
mystery, are widely misunderstood. Here British practice, and the reasons 
for believing the system beneficial to advertising, are briefly outlined. 


in Great Britain are “recognis- 
ing” bedies. They are the News- 
paper Proprietors Association. 
the Newspaper Society, and the 
Periodical Proprietors Associa- 
tion. 

The two first-named have a 
Joint Advertisement Committee 
that admits to a “recognised” list 
agencies complying with certain 
requirements and signing an 
agreement, the terms of which 
are approved by the Institute of 
Incorporated Practitioners ia 
Advertising. 

Before being granted N.P.A.- 
Newspaper Society recognition 
an agency is asked to show inter 
alia: 

That it can place advertising 
to the value of at least £20.000 
per annum in national and 
provincial newspapers, spread 
over at least three accounts. 

That it has adequate finan- 
cial resources. A_ paid-up 
capital or liquid assets of not 
less than £2,500 is regarded as 
the minimum 

That no client, or prospec- 
tive client, is financially in- 
terested in the agency. 

That it does not sell and is 
not connected with any sale of 
advertising media or material 

That its personnel and pre- 
mises are such that it is in a 
position to give proper service 
to its clients. 

By signing the recognition 
agreement, the agent undertakes 
a number of obligations. One of 
the most important is that it will 
retain in full “all commissions 
and remunerations earned as an 
advertising agency from whatso- 
ever source derived.” 

This debars the splitting of 
commissions, either with a client, 
of with an unrecognised agent, 
though where accounts are 
handled jointly by more than one 
recognised agency, the commis- 
sion earned may be shared. 
There are provisions covering 
possible means of evading the 
rule, 

The agency also promises “to 
use its best efforts to ensure that 
all advertising placed by it is legal, 
clean, honest and truthful. render 
the best possible advertising ser- 
vice to advertisers, and encourage 


the development of new adver- 
tising accounts.” 

Recently, a clause has been 
added binding the agent to con- 
form to and support the provi- 
sions of the British Code of 
Standards in Relation to the 
Advertising of Medicines and 
Treatments, 

The Newspaper Society in 
addition recognises a smal] num- 
ber of agents in respect of pro- 
vincial Press and London subur- 
ban placings only. The terms 
are similar, except. that the mini- 
mum annual value of advertising 
to. be placed is £5,000. 

The Periodical Proprietors 
Association has another separate 
list. Terms of recognition are 
similar, but the list is somewhat 
more extensive, including a num- 
ber of small agencies placing 
only or principally in trade and 
technical journals. 

Other media owners will 
generally grant commission to 
agents recognised by the Press, 
though certain additional 
agencies are given commission 
by members of the outdoor ad- 
vertising associations. British 
Transport, in respect of its poster 
sites, gives, as a special conces- 
sion, 15 per cent to certain 
agencies deemed to be particu- 
larly well-equipped for transport 
advertising. 


* * * 


J iy system thus briefly out- 
lined is not, as is sometimes 
alleged, operated oppressively. 
A_ newly-recognised agency is 
helped by being granted commis- 
sion retrospectively for three 
months. No agent is struck off 
the list unless he has broken his 
agreement, or unless his placings 
have fallen off so greatly that his 
retention would be unfair to un- 
successful applicants. The fact 
that since the war a number of 
new agencies have been recog- 
nised shows that the door can be 
opened. There are a very few 
apparent anomalies, where com- 
mission is given to an advertiser 
Or even to a “tied” agency, but 
these exceptions are either hal- 
lowed by tradition or otherwise 
defensible. 


What the system does do 


is to enable the Press organisa- 
tions to decide, in effect, who 
shall or shall not practice as ad- 
vertising agents. It may be that 
this power should be exercised 
by a more representative body, 
but there are good historical 
grounds for existing custom. 

The advertising agency was 
originally the agent, not of its 
clients, but of the publishers. 
Later it fulfilled the function of 
a broker, and finally developed 
into the “service” agency of 
to-day. For many years the 
agent has been recognised as a 
“principal,” liable for payment 
of publishers’ accounts. It is 
therefore logical that publishers 
should concern themselves with 
agents’ financial stability. 

Before the recognition system 
was established, the position 
was chaotic. Agencies, by split- 
ting commissions with clients, 
and by other means, competed 
on price rather than on service. 
Too often, in consequence, they 
became insolvent, so that pub- 
lishers incurred bad debts. 

It was therefore primarily to 
protect themselves that pub- 
lishers instituted recognition, but 
there were other _ beneficial 
effects, which the far-sighted 
among them foresaw and wel- 
comed. 

By making it almost impossible 
for an inefficient agency to be- 
come fully recognised, the system 
vastly improved standards of 
agency practice. The agents, no 
longer hampered by cut price 
competition, were able to employ 
larger and more highly qualified 
staffs, and to house them ade- 
quately. Agencies, because this 
was the only legitimate means of 
competition left open to them, 
vied with each other to provide a 
standard of service from which 
advertisers as a body benefited. 

Thus the agency recognition 
system has come to be re- 
garded as the keystone of 
modern advertising. operating 10 
the interests of all parties con- 
cerned. And if it does some- 
times involve hardship to the 
few, this may well be warranted 
by the benefits it confers on the 


many. 
(To be continued) 
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daily 
net sale in 
the world 


daily inch 
per thousand 
space rate 


| Daily 


Mirror 
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How Heat-Set ‘Wet’ 
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Printing Affects 


Blockmaking And Artwork Techniques 


that the best way to achieve 

a good printing result is to 
start with correctly made 
original engravings. But so 
many ways have come into use 
for correcting faults in etchings 
during make-ready, that the 
dictum is often forgotten. _ 

In four-colour “wet” printing, 
make-ready is dispensed with and 
it becomes imperative that the 
printer is supplied with the cor- 
rect blocks, made with the fullest 
understanding of how they are 
afterwards going to be printed. 

The major restriction placed on 
process engraving for four-colour 
wet printing, the factor which 
makes this type of blockmaking 
different from any other four- 
colour theory must be clearly 
understood by the advertiser be- 


I: is perhaps obvious to say 


fore he can visualise with any 
accuracy how his artwork will 
look after it has been printed. 
The problem is one affecting 
ink intensities. In the block 
maker’s separation, a dark solid 
tone may call for the super- 
imposition of a solid yellow, a 
solid red, a solid blue and a solid 
biack. In dry printing, four 
layers of ink would be used in 
this area of the reproduction, but 
these inks would be absorbed to 
a large degree into the paper. 
Because the ink has dried on top 
of the paper, this area of film in 
wet printing averages between 
1-6 and 2-0 thousandths of an 
inch above the level of the paper. 
But the etching depth of a 90 per 
cent tone 110 line screen is only 
1-6 thousandths, so that the dot 
in this area would print at the 
bottom of the etched area and 


| 


The Voice of Kent. 


The County Paper of Kent 


HEAD OFFICE - - MAIDSTONE 


LONDON - 


80 FLEET STREET 


not at the top. The plate yp 
fill in with the mixture of ink and 
instead of a bright crisp printing, 
enly a muddy intaglio effect 
would result. 

So the thickness of the layer 
of ink must be limited to about 
half the amount transferred by 
four solids. That is to say that 
if a single solid is called 100 per 
cent tone density, four can be 
called 400 per cent and we must 
limit the sum of the total to 
about 200 per cent. 

The block maker must there 
fore modify his conception of 
colour, He must make greater 
use of the black printer to obtain 
his deeper tones. Exact repro- 
duction of certain deep shades 
may be impracticable, but if the 
advertiser prepares his original 
artwork with this in mind, he can 
visualise the final result and pro- 
tect himself from disappointment. 

The largest part of the colour 
tone range which will satisfy 
commercial needs can be reached 
with this 200 per cent total of 
tonal values. The important 
principle involved is the removal 
of unnecessary undercolour. 

The drum type presses used in 
multi-colour heatset letterpress 
make use of a single impression 
cylinder for all th: colour plate 
cylinders. The printing plates can 
have treatment built into them to 
compensate for the inability to 
make-ready the two impression 
cylinders, but this can never 
entirely make up for the full 
make-ready in dry printing. It is, 
therefore, important to eliminate 
hard edges around cut-out areas 
and aid delicate vignettes by hand 
working on the blocks. The 
lighter colour must finish inside 
the darker in the case of vig- 
nettes, which must extend for at 
least half an inch. 

In spite of the single impres- 
sion cylinder of these presses, 
their great speed makes register 
of fine lines and small lettering 
impossible to hold. The designer 
of the page should remember this 
and not expect the engraver to 
incorporate fine lettering in regis- 
tered colours. Much the same 
rroblem occurs with reverse 
lettering, which the artist should 
expect to be reproduced in the 
minimum number of colours. The 
engraver can help by using the 
key colour for the shape of the 
letter and opening the secondary 
— slightly wider under the 
ey. 

The remarks in the preceding 


paragraphs also apply to black 
and white and two-colour subjects, 
which are, of course, easier to 
control on the press. The same 
principle applies, however, that 
the less colour there is to con- 


A new Goss Double Five-Colour 
printing press, using the wet 
printing process, is being installed 
at the Aylesbury works of Hazell, 
Watson & Viney Ltd. for “The 
Reader’s Digest.” When this 
machine comes into operation for 
the “Digest,” modifications in art- 
work and blocks will be neces- 
sary. These are explained in this 
article. 


trol, the better the quality of 
reproduction. For this reason 
most tone values of two-colour 
subjects are often limited toa total 
of 120 per cent made up of any 
combination. This figure is the 
result of experience and presents 
tew problems to the block maker, 

The evidence of good block 
making is a good printed result. 
It is useless for the engraver to 
present a four-colour set of 
engravings for the advertiser's 
approval which are proofed in a 
different manner, on different 
paper and with entirely different 
inks to those employed in the 
final printing. There is not likely 
to be a sufficient quantity of 
blocks made to wet printing 
standards to warrant the purchase 
of four-colour wet proofing 
presses (which proof four colours 
wet in two and a half seconds). 
They represent a_ considerable 
investment which can only be 
justified by continuous use. How- 
ever, the proofer must aim to 
approximate the printing condi- 
tions as closely as is possible 
within the capacity of his plant. 
Above all, the blacks must be 
rroved wet with the shortest 
practical interval between colours, 
and this interval must be con- 
stant. 

The ink manufacturer can for- 
mulate proofing inks to the 
special needs of the block maker. 
If he knows what kind of proof- 
ing press is being used and what 
the intended interval should be, 
he can then produce inks with 
which results can be obtained 
very close to those of the 
printer. 

The publisher’s commercial stock 
must be used, for the reflective 
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‘announces the winners of its 


fourth Annual Advertising Awards 
Certificates of Award have been presented by R.B. Fishenden, Editor of 


the Penrose Annual, Chairman of the Award Committee. Selections were 


made from the October 1950—September 1951 issues of Vogue inclusive. 


Winners of equal awards in each category : 


Innes Henderson & Co., Ltd., May 1951 
Agents: J. Walter Thompson Co., Ltd. 


Dacca Mills Company Ltd., September 1951 
Agents: Pratt & Co., Ltd. 


Coty (England) Ltd., May 1951 
Agents: S.H. Benson Ltd. 


Bk Whiter | 
Flexees Ltd., September 1951 
Agents: J. Walter Thompson Co., Ltd. 
Carreras Ltd., November 1950 
Agents: J. Walter Thompson Co., Ltd. 
British Nylon Spinners Ltd., April 1951 
Agents: Cecil D. Notley Advertising Ltd. 


Elizabeth Henry Ltd., September 1951 
Agents: Lovell & Rupert Curtis Ltd. 


Raymond, July 1951 
Agents: Wilfred Tisbury & Co., Ltd. 


Furniture Industries Ltd., September 1951 
Agents: Alfred Pemberton Ltd. 


R.B. Fishenden, Esq., M.Se, (Tech.), F.R.P.S., Chairman; Mrs. Alison 
Selection Committee: = Svttie; Mrs. Beatrice Warde; Misha Black, Esq., O.B.E,, F.S.LA., 


M.Inst,R,A.; Roger Falk, Esq., O.B.E.; S. John Woods, Esq., F.S.LA. 


The Condé Nast Publications Ltd. 37 GOLDEN SQUARE, LONDON, W.1 
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ADVERTISER'S WEEKLY 


THE POINT OF SALE 
IS 


THE 
RETAIL OUTLET 


| ‘Scanning He Iroriveat 


gives information regarding Retail Outlet, together with 
more than 


other items of marketing 
information for 
70 Towns and Districts 


Bont forget to refer to 
your copy when you 
are planning or 
considering a campaign! 


NORTHCLIFFE NEWSPAPERS 
GROUP LTD 


R. H. Penney, Advertisement Director : 
Carmelite House, London, E.C.4. Telephone : Central 6000 
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Blockmaking And Art Work For Wet Printing—continued. 


powers of brush coated enamel 
are not same as those of 
commercial machine coated 
paper, and will not give the same 
colour values. 

Many block makers working 
on magazine engraving pull 
several sets of progressives at 
various stages of the final etch- 
ing, and these become the master 
guide to the etcher from then 
on. 

Since no make-ready can be 
used on the press, the pressman 
should use no make-ready in 
proofing. Apart from levelling 
up the blocks, his sole job should 
be to obtain an even quantity of 
ink on the colour bars which 
must be locked into every forme. 
This should be sufficient just to 
cover the bars smoothly without 
mottling. If over-inking or 
under-inking is necessary to 
obtain the desired effect, the 
prover will soon find himself in 
trouble with trapping problems 
and the engraver must re-etch to 
obtain full tone values of his 
dots. 

The waste material must be 
masked away on a frisket. These 
bearers should be allowed to etch 
open as a large solid area of fast 
drying tacky ink might tear the 


masking paper and cause delay 
while a new mask is cut. 

As far as the artwork is con- 
cerned, the best results can be 
obtained from bright contrasting 
subjects with strong definitions 
everywhere, All lettering which 
appears in half-tone areas should 
be attached separately as over- 
lays, so that it can be stripped 
in to the colour plate concerned 
after the separations are made. 
But as in all types of photo- 
engraving, the blockmaker must 
be prepared to reproduce every 
type of artwork to the best of his 
ability. 

This may seem to introduce 
complications into the advertiser's 
and engraver’s field greater than 
any with which they have pre- 
viously had to contend. But if he 
believes in colour in advertising 
and realises that the final printed 
result can cost little more than 
a black and white or two-colour 
page, it is surely worth while 
taking this initial care with 
original material and engravings. 
The advertiser is spending a con- 
siderable sum on the page he 
buys but the blocks can be used 
again for other publications— 
blocks made for wet printing will 
print equally well dry. 


FIVE AMERICAN 


TRENDS IN 


ADVERTISER—AGENCY 


PARTNERSHIPS 


ae major trends affecting 
advertiser-agency partner 
ship in U.S.A. to-day are brought 
to light by a recent Printers’ Ink 
survey. They are: 

1. The advertising agency of 
to-day and to-morrow is increas: 
ingly a marketing agency. Like 
so many of its clients, it must 
integrate all the factors of ad- 
vertising, selling, merchandising 
and general business counsel 
that go into the movement of 
consumer and industrial goods. 
The advertising agency that sells 
only the creative services of copy, 
art and layout and lives solely 
within its 15 per cent commission 
from media is “bucking a rip tide.” 

2. Advertising managers and 
responsible agencymen are con- 
cerned over serious threats to the 
advertising manager's place in 
the company hierarchy. Con- 
trary to the belief of many 
agencies, however, the advertising 
manager can remain an important 
personality, even though inte- 
gration of all marketing factors 
in a company increasingly places 
marketing under the eye of top 
management executives. Ob- 
viously there is a dangerous trend 
in some companies to underpay 
and overwork the advertising 


manager and by some agencies to 
by-pass him when actually he is 
the key to many stable and 
profitable agency relations. 

3. Cost-conscious clients are 
putting a premium on the agency 
price tag. The 15 per cent system 
is not in danger. But extra fees 
are becoming more important as 
clients insist on agency service in 
broad marketing activities that 
costs extra money. Comparison 
shopping for agencies by clients 
may become practical and popu- 
lar—a jolting reminder of the 
early days when an agency's only 
competitive advantage was price. 

4. Agencies are becoming 
stratified by size and area 
covered. If this is not by choice 
then it is by force of cost, profit 
and tax circumstances. Agencies 
more carefully pick their plums, 
preferring to _ specialise in 
accounts by size, type and loca- 
tion. Bigness, long a virtue to 
American businessmen, leaves 
some agencymen cold. 

5. Agencies are increasingly 
businesslike in taking present 
clients into their confidence. They 
would like to have that courtesy 
returned. Although agencies still 
do a hit-or-miss job of self- 
promotion to prospects, their 
financial practices, bookkeeping, 
banking, cost data and general 
functions are becoming ‘less of 
a mystery to some clients whose 
agencies act in their own interest 
by opening up. 
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NovemsBer 8, 1951 


N November 5, the greatest name in modern 

history was once again associated with The 
Daily Telegraph, when the first instalment was 
published of the newly-completed Volume V of 
Winston Churchill’s War Memoirs. 


Another instance of the many benefits 
provided for readers of and advertisers in~ 


Che Daily Telegraph 
The paper people trust 
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ADVERTISER’S WEEKLY 


Trade And Technical Advertising 


HOW ONE NEW AIRCRAFT LEADS 
TO A HUNDRED ADS. 


By TREVOR HAINES, 


Advertising Manager, Sir George Godfrey & Partners Ltd. 


Advertising of engineering 
firms within thé aircraft in- 
dustry—of the firms which 
supply the parts that go to 
make an aircraft—has a 
strange atmosphere all of its 
own. The author’s firm sup- 
plies cabin pressurising equip- 
ment, and is a member of this 
“family” of credit claimers 
who present such a united 
front to the world at large. 


ITHIN the aircraft indus- 

try there is a great diver- 
sity of products and advertis- 
-ing approach. All of this 
diversion is eventually canal- 
ised into the aircraft produced 
by the aircraft manufacturer, 
without whom many specialist 
engineering firms would cease 
to exist. This interdependence 
is the basis of nearly all the 
advertising in the aeronautical 
Press. 

Technical advertising of 
specialist engineering firms in the 
aircraft industry cannot be 
judged by normal standards. 

Many such firms, bearing in 
mind Ministry of Supply con- 
tracts and the personal grapevine 
of the industry, do not regard 
| their advertising as a means of 
direct selling. Neither can the 
presentations be dismissed by the 
word “prestige.” It is rather 
more subtle than that and is in 
itself the expression of a peculiar 
personality, rather like a large 
and sometimes squabbling famiiy 
which, no matter what household 
bickering may be taking place, 
gather together to announce their 
common bondage. 

There is the consistent re- 
minder that this unit, or that 
material, is a vital part of some 
currently well known aircraft. 


is fitted . 


One aircraft goes higher than 
any other, or farther, or faster— 
and family pride results in a 
visual squabble throughout the 
aeronautical periodicals. The 
success also provides preening 
material for the poor relations 
who, jogged along by “you will 
not want to miss associating your- 
self with this success . . .addj- 
tional to your normal schedule,” 
hasten to book half a page, or 
a page, depending upon which 
part of the aircraft anatomy they 
supplied. 

From that single aircraft a 
hundred sub-contractors may 
draw evidence of their invaluable 
status in the industry. whether it 
be to supply the engines, the 
tyres on! the landing wheels, the 
pressure air in the cabin, or the 
pilot’s suiting. Profound techai- 
cal theses will vie with irreverent 
humour, half tones scowl thickly 
at hastily gathered line blocks; 
but all will combine and gather 
together as a_result of their com- 
mon endeavour. 


Special Occasion, 

Extra Funds 

Such a success provides an ad- 
vertising highlight. se 
special Occasion. The advertising 
manager can, with a reasonable 
amount of success, obtain per- 
mission to exceed his normal 
appropriation. And the pub- 
lisher agrees to mention your 
firm at least once in the editorial. 

This kind of advertising may 
later form the basis of a series 
on the norma! schedule. But the 
normal advertising programme is 
far from being so exciting. nor 
is it so easy. We may be run- 
ning towards the end of a phase 
and we scratch our heads as to 
what the next series will be 
about. We have slanted our pro- 
duct at eary aircraft in which jt 
. we have je pimaged ¢ that 
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line “invaluable to the airline 
operator” to death . . . catalogue 
advertising is a waste of time 10 
us . . . security regulations for- 
bid mention of some interesting 
military installations . .. So it 
goes on until, perhaps, we get 
the idea of a “background story.’ 
We will show in our advertise- 
ments all the testing and develop- 
ment which takes place before a 
unit is considered good enough 
for installation in an aircraft. 

First of all we—the advertis- 
ing’ manager and the agency— 
agree in principle that the idea 
wil] provide the basis for a new 
series. We firmly establish our 
bounds and make quite sure we 
are both saying, and thinking, 
the same thing. 

Off goes the A.M. to gather 
the ammunition. He sifts and 
sorts and asks questions. He 
scours technical reports and 
specifications, peruses drawings, 
gathering all the relevant infor- 
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mation, and more, about him. 
He goes through photographs 
and has more taken in the light 
of what he is finding out. All 
the time he is applying his 
special technical knowledge and 
relating it to the practices of 
advertising. A tag line occurs 
here, a relevant visual there, until, 
through the fog of technicality 
there slowly glimmers the dawn 
of what he is seeking. 

Another get-together with the 
agency, who confirm (or other- 
wise) that this is the right 
material. Armed wijth photo- 
prints, and supplied with techni- 
cal copy relevant to the theme, 
the agency can start to do its 
job. They have had the techni- 
cal chaff blown away from the 
wheat and it only requires a 
normal daily grind to prepare the 
new series, 


After The Dance 

—Deflation 

Eventually the pulls are de- 
livered. An excited A.M. dances 
in to his directors anticipating 
applause and approbation. H2 
will, as always, emerge crest- 
fallen and enraged. The copy 
will be modified, the agency will 
swear—but a new series will be 
launched. ' 


Credit Due 
High praise was handed out 
last month by J. M. Williams for 
a technical book issued by High 
Duty Alloys Ltd. Responsible 
for design of this “masterpiece” 
was Richard Eaton—then of 
Cc. D. Notley Advertising, the 
agents for H.D.A, Printers were 
Keliher, Hudson & Kearns. 
Graphic reproductions handled 
the dust jacket and the cover, 

which was litho on cloth. 
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An example of the kind of tie-ups that are often found in aircraft 
industry journals is this, where two advertisements carrying the same 


illustration appeared in 


different 


parts of the same issue of 


“ Aeronautics.” 
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Extract from an 
Account Executive’s 
notes = 
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Somebody else has 
the right idea! 
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ADVERTISER'S WEEKLY 


is used by Richard 
Potts and Partners Ltd. 
to tell makers of all 
kinds of food products 
the unique advertising 
and marking advantages 


of their client’s— 
TRAPINEX 


Announcement of 


FOOD MANUFACTURE 
17 Stratford Place, London, W.1 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


MONTHLY review 

of current thought 
on building problems 
availability of materials, 
architectural trends, town 
planning and municipal 
housing. 


BUILDING DIGEST 
is another 
publication of the 


RD HILL 
AL GROUP 


MANUFACTURING CHEMIST 
TEXTILE INDUSTRIES & FIBRES 
PAINT MANUPACTURE 
WORLD CROPS-——ATOMICS 
FOOD MANUFACTURE 
CHEMICAL ENGINEERING 
POTTERY AND GLASS 
BUILDING DIGEST 
MUCK SHIPTER 
PETROLEUM 


All published at 
17 Stratford Place, W.1 


Specimen copies on request 


Non-Technical Agency Falls 


Down Over Fact Selection 


Says GEOFFREY DADD, governing director, 
Geoffrey Dadd Ltd., Birmingham, in reply to 
J. L. McEwan’s article in our October 11 issue. 


L. McEWAN'’S plea for 

e greater agency-client part 
nership (October 11 issue) will 
gain general assent. His con- 
tention that a good non- 
technical agency can handle 
technical accounts just as effici- 
ently as a good technical 
agency will evoke disagreement 
from many—including  tech- 
nical advertisers who have 
tried both. 

It is true that many firms in 
the technical field availed them- 
selves of agency help during the 
war. But the advertising then 
designed was not intended to in- 
crease demand, but to maintain 
goodwill. This was a_ theme 
common to most advertising at 
the time and consequently one 
that could be handled by any 
competent agency whether for a 
technical or non-technical pro- 
duct. This “agency . styled” 
technical advertising has indeed 
gone on appearing since war 
ended. Much of it, however, 
co\tinues to be as devoid of hard 
selring power. 

If Mr.. McEwan really has 
“never found a technica] manu 
facturer unable to explain his 
product in such a way that an 
intelligent agency cannot under- 
stand,” his experience must be 
limited. or his assessment of 
what is technical must be, set 
lower than is generally accepted 


The More Technical 


The Less Articulate 

There is little doubt that the 
more highly technical the client 
and his product the less, as a 
rule, is his ability to put over his 
story—whether in speech or writ 
ing—simply and effectively. In- 
deed, he is frequently the first to 
admit this. How then can a non 
technical agency man expect to 
be able to separate the wheat 
from the chaff when dealing with 
technical data? 

Only the agency man who 
possesses technical knowledge of 
the subject under discussion can 
play an effective part, whether 
this is in conversation with some 
of the backroom boys, in th 
drawing up of a questionnaire, or 
in actual preparation of pro- 
motional matter. 

We have often challenged in- 
formation passed to us, some- 
times for its adequacy and at 
other times for its accuracy, and 
other occasions where our know- 
ledge of the type of product in 


question and its applications has 
enabled us to recommend a line 
of action different from that pre- 
viously envisaged by the client. 
An account executive who is 
an experienced engineer should 
be able to indicate some of the 
precise additional information 
that the technical men who con- 
stitute prospective users of the 
product will want to know about. 


More Than 

Advertising , 

Much of the work done by 
technical agencies is not really 
advertising. For example, we 
recently undertook preparation 
of a special “nomograph” pre- 
senting the performance figures 
of a new and highly technicai 
product, many applications of 
which are still to be found. Com- 
paratively few men are equipped 
with the necessary technical ex- 
perience and mathematical know- 
ledge which would enable them 
to assist a client in this manner. 

Although such work js not ad- 
vertising work at all, someone 
has to or should do it before 
sound promotional matter can be 
prepared. And it is just here 
that Mr. McEwan, I feel, takes 
too limited a view of what are 
properly the functions of an 
agent seeking to serve “techni- 
cal” clients. The technical know 
ledge of an agency man says Mr. 
McEwan, “can only be of a 
general nature and _ therefore 
superficial to a great extent,” anJd 
that this technical knowledge 
“often acts as a brake on re- 
sourcefulness in the presentation 
of technical facts.” But let me 
assure Mr. McEwan that the 
technical knowledge of, at any 
rate some, technical agency men 
is the reverse of superficial. 

Mr. McEwan ends his article 
with what is perhaps his most 
astonishing assertion. He ad- 
vises “small technical firms” to 
go “to a suitably sized agency 
that has already been associated 
with the successful advertising of 
products to the housewife.” and 
that “this is just as much a re- 
assuring factor as if the agency 
concerned had successfully hand- 
led a very technical product.” 

It is true that “the agency has 
literally the same task in both 
instances—the interpretation of 
facts”; but how can an agency 
man interpret facts the nature 
and significance of which calls 
for technical knowledge and ex- 
perience if he has not that 
knowledge and experience? 


| 
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Paint 
Oi] and 
Colour 


JOURNAL 


The oldest and best 
journaj in the trade, 
over the world. 


informed 
Known all 
It is a journal 
with a personality, and because 
of that all the executives read it. 
Rate card & full particulars from 
83/86 Farringdon Street, E.C.A4. 


Have youa 
product or 
Service to offer 
EXPORTERS ? 


Hf you have, you will find 
the advertising columns 
of The Merchant Ship- 
per invaluable in keeping 
our name before the 

xport Managers of all 
the principal British 
Manufacturers. It is 
the monthly paper 
which keeps the Export 
Manager up-to-date with 
all the latest changes in 
export regulations and 
is a publication which is 
always being consulted. 
Your advertisement will 
be constantly before the 
individual who can use 
your product or service. 


* 


i copy and 
will be sent on application to : 
THE MERCHANT SHIPPER 


26-28 Billiter St., London, 
E.C.3 


Phone : Royal 5322 
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{THIS ADVERTISEMENT IN RADIO TIMES 


SIZE Ng he | A SINGLE 


INSERTION FOR 
COLLARS LTD. 


and e* FREE when 
worn. td., serve man: 
by Sells Ltd. (Incorporated oh ds of profi me sted a 
Practitioners in Advertising), business men throughout 
Brettenham House, Lancaster Britain who on + 
: , W.C.2. appearance. jon a 
Place, London Cc tants 
Glasgow and many 
provincial branches — and 
an efficient postal service 
* covering remainder 
The graph opposite shows the of British Isles. 
result of an eighth-page pro- 
gramme solus advertisement, pub- 
lished in the issue of the RADIO 
TIMES dated Friday, 25 Novem- 
ber 1949. The position was on 
1] Wednesday (30 November) even- 
; ing Home Programmes, at the 
1 price of £450 for the insertion. 
Messrs. Collars (London) Ltd., wBeceeeceeaseoocecd 
of Demby House, Carlton 
+ Avenue East, Wembley, specialize 


in collar dressing with replace- 
1 ment. Long before the war they 
had conceived the original idea 
of replacing worn-out collars free 
asset Hee HHHtH of charge. The headline of the 
+t ; j advertisement is: ‘You need 
never buy another collar’. Thus, 
it is obvious that the appeal is to 
men. 5 
The total number of replies 
proved to be 4,447 during a 
period between 25 November 
1949, and 17 January 1950. 


Wednesday's programme when 
the advertisement had the maxi- 
mum of attention. 

The 768 replies which were sent 
in before the Wednesday's pro- 
gramme was current, show that 
readers of the RADIO TIMES 
study the programmes in advance. 
The 3,008 replies which arrived 
by Saturday and later, after the 
issue of the RADIO TIMES 
was, presumably, discarded, show 
that either old copies are kept for 
Analysis of the day-to-day arrival some tne or that adeartinements 
j of replies shows that :— of interest are cut out and kept 
+H Pre-Peak Period : for future action. 

Hit HH pea Ba ga hr ga The inset graph with the larger 
‘Treraie? (position day) scale, shown for clarity, indicates 
~~ Peak Period : two peaks of sixteen and eighteen 
3,008 replies (67.6 per cent) | TPlies after the Christmas holi- 
Post-Peak Period : days. The last six replies arrived 

671 replies (15.1 per cent) on 17 January 1950. The cost 

ciate per reply works out at about two 

4,447 replies (100 per cent) | shillings. Considering that the 


RADIO TIMES conversion factor 
The actual peak of the graph | is fairly high and that a client, 
represents 1,299 replies which | once acquired, would probably 


arrived on Friday, 2 December, | go on for years —the cost per 
Member of the Audit Bureau of Circulations i.e. one day’s interval after the | reply does not appear excessive. 


FOR ADVERTISEMENTS WITH THE LONGEST POLE 


All enquiries to > Head of Advertisement Department, B.8.C. Publications, Broadcasting House, Portland Place, London, W.1 
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Johnnie May Find His Christmas 
Stocking Full Of Vouchers 


F young Johnnie awakes on 
Christmas morning to find 
that Santa Claus has gone 
completely crazy and left him 
nothing but envelopes contain- 
ing colourful cards in his 
stocking, he will have to write 
and complain to the National 
Association of Toy Retailers. 

This traders’ organisation 1s 
the latest to sponsor a gift 
token scheme with the object 
of increasing sales. Comment- 
ing on the innovation, Games 
& Toys says it “satisfies a long- 
felt need and should create a 
great fillip to retail business.” 

Ihe scheme is formulated on 
the book token system and can 
be operated by all toy retailers 
whether or not they are members 
of the Association, An added 
incentive is that traders need not 
sell tokens in order to be able 
to accept them from the public; 
the Association will cash them 
from all and sundry. Non- 
members, however, have to pay 
6d. more per block of five 
tokens, with folders and envel- 
opes, than members. Values of 
the tokens range in multiples of 
five from 2s. 6d. to £1. 

“Steps are being taken to 
acquaint the general public with 
the scheme, and free publicity 
matter will be made available to 
traders from time to. time,” 
reports Games and Toys, which 
appeals for the co-operation of 
readers with the organisers. 

Big efforts are being made to 
increase the interest of traders 
and the public alike in two other 
gift token schemes. The National 
Association of Outfitters aims at 
making its men’s wear scheme, 
introduced just over a year ago, 
“a truly national effort during the 
coming Christmas season,” ac- 
cording to Men's Wear. It is 
reported that the hundreds of 
retailers who sold and exchanged 
tokens last year found that they 
were a great benefit to themselves, 
as well as to their customers. 
Many more outfitters have 
already joined in. A circular to 
members of the Association 
points to the value of the scheme 


By Scrutineer 


under modern conditions when 
money is “tighter.” 

As already reported, a fresh 
and imtensive drive is being 
launched by the National Federa- 
tion of Ironmongers to give a 
new lease of life to the hardware 
gift token scheme. 

The lronmonger says this 
scheme was first launched in 
1944, but did not succeed because 
of lack of support. Now, it has 
been furbished up and is being 
launched afresh in the hope that 
a much larger percentage of 
N.F.1. members will participate. 
To promote the Christmas gilt 
trade, the Federation has issued 
an attractive folder for distribu- 
tion to the public. Suggested 
useful presents are illust:ated with 
full details and prices, ind there 
is space on the front of the folder 
for over-printing of the shop- 
keeper’s name, etc. 

cs ° * ” 


HILE on the subject of gift 

schemes, | must mention 
once again the much-criticised 
efforts of some soap manufac- 
durers who present coupons to 
the public entitling them to free 
or cut-price quantities of their 
products in the shops. There's 
nothing seasonal about these 
devices, but they are brought 
into focus at the moment by The 
Grocer, which devotes aa 
editorial to conjecture on the 
effect on the makers concerned 
of constant trade criticism of 
their actions in its columns. 

“They are fully alive to the 
fact that the schemes are 
thoroughly unpopular with a 
considerable section of the trad- 
ing community. .. . It is true 
that all too often it is only the 
dissatisfied who are vocal, and 
the failure of some manufac- 
turers tO Pay any apparent heed 
to trade disapproval may be 
based on the conviction that for 
every grumbler there are 
dozen presumably happy men,” 
says the journal. 

It is suggested that the only 
reliable guide to what is in fact 
happening in the trade with 
regard to soap coupon and gift 


schemes would be a statistical 


summary prepared by the pro- 
ducers concerned, and “this is 
about as likely to be forthcoming 
as a reduction in income tax.” 
The conclusion is that until the 
manufacturers are faced with a 
truly national, objection to such 
schemes, resolutely supported by 
all traders in the commodities 
affected, they will probably con- 
tinue on their present path. 


* * * 


OMEBODY at The Drapers’ 

Record offices keeps a very 
watchful eye on retail Press ad- 
vertising, judging by an article in 
the October 20 issue, which refers 
to a recent announcement by 
Swears & Wells Ltc., of a sale 
of furs “at less than pre-war 
prices.” The writer comments: 
“Should any customers have re- 
tained copies of the firm’s earlier 
announcements they will regog- 
nise some old illustrations. A 
sketch of a beaver lamb coat, 
used December 29 last, reduced 
from 40 gns. to £20 during a half- 
price clearance sale, reappears 
for one at the same price of £20, 
originally 39 gns. Another, of a 
fox cape, pre-war price 12 gns., 
now 5 gns., has made several 
appearances. It was in a half- 
price sale on December 29 last: 
the greatest fur sale in the world 
on April 24, 1950; a sale of 
London manufacturers’ stocks on 
February 13, 1950; another half- 
price sale on March 27, 1950; and 
used again on March 5 last when 
an offer was made of fine furs 
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at half the price you'll soon have 
to pay. 

“Then there is a picture of a 
musquash coat ‘originally 219 
gns., now 110 gns.’ This depicted, 
on July 16, model coats in mus- 
quash, Indian lamb, etc., at £100, 
formerly 189 gns. If any custo- 
mers do compare the drawings 
used in the various special offers, 
all this must be a little con- 
fusing.” 


* * * 


WRITER in Bakers’ Review 

says any baker can become 
his own Press relations officer “if 
be is prepared to study the basic 
principles of publicity work, and 
is prepared to limit his activities 
and not overdo his efforts.” He 
warns that editors who receive 
too much publicity concerning a 
particular firm or person tend to 
dispose of it in the waste paper 
basket—aunless it has a new angle 
or some news value, but adds: 
“On the other hand, some local 
newspaper editors are loath to 
scrap anything in case an adver- 
tiser should be offended; conse- 
quently they publish tfivialities 
which irritate readers, and 
cheapen the value of the publica- 
tion.” 

This writer goes on to suggest 
that bakers should contact the 
people who, in many cases, are 
paid for items published, “If 
you can contact the reporter or 
correspondent, it is obvious he 
will look after those who pass 
paragraphs to him, instead of 
sending the material in to the 
newspaper direct. Often the 
correspondent will write the 
material in a way which proves 
more interesting to the readers— 
and more beneficial to the person 
supplying the information.” 

And he emphasises: “It must 
not be forgotten that the small 
paragraph is read by most 
readers, whereas the displayed 
advertisement is often overlooked 
or ignored.” 


* * * 


OLLOWING the success of 

recent experiments with pub- 
licity, the Florists’ Telegraph 
Delivery Association—the British 
unit of Interflora—decided at a 
recent conference to spend 
£20,000 on publicity during the 
coming year (Fruit Trades 
Journal). The publicity fund is 
to be based upon one per cent of 
members’ turnover, which, on the 


In his perusal of the trade journals Scrutineer has 
discovered a growing interest in gift vouchers. 
Toy makers are adopting them, ironmongers 
are making efforts to get a scheme going. 


Other stories he has found concern soap manu- 
facturers’ coupon offers, advice on public rela- 
tions to bakers, and a fur company that is 
reported to have used the same _ illustration 
in its advertisements for a great variety of 


different coats. 
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We are Sorry 
for the Customer 


who dives hopefully into a shop to buy something that 
isn’t there .. . yet! 


He (or she) is. the victim of the all-too-common practice 


of forcing consumer demand before securing adequate 
retail distribution—and that is happening every day ! 
As publishers of some of the best among the many 
influential trade journals, we invite you to start your 


campaign off on the right foot—advertise first and 


continuously in good trade journals. 


Listed below is a selection of trade journals published by: 
The National Trade Press Lid., & Heywood & Company Lid. 


FASHIONS & FABRICS OVERSEAS + FURNISHINGS FROM BRITAIN ~- STYLE FOR 
MEN OVERSEAS . SURVEY OF THE BRITISH TEXTILE INDUSTRY - SURVEY OF 
THE BRITISH FURNISHING INDUSTRY + LEADERSHIP OF BRITISH FOOTWEAR ~~ BRITISH 
FOOTWEAR LEATHERS ~- OVERSEAS WATCHMAKER, JEWELLER & SILVERSMITH 
FASHIONS & FABRICS + STYLE FOR MEN ~-. FOOTWEAR + FURNISHING «+ BRITISH 
SHOEMAN + WATCHMAKER, JEWELLER & SILVERSMITH ° THE DYER 
CONFECTIONERY NEWS - TOBACCO WORLD - LAUNDRY RECORD - LAUNDRY JOURNAL 


For further details, please apply to The Advertisement Director : 


The National Trade Press Ltd., & Heywood & Company Ltd. 


DRURY HOUSE, RUSSELL STREET, LONDON, W.C.2 
Telephone : TEMple Bar 3422 (17 lines) 
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Mechanical World 


AND ENCINEE 


Art paper throughout; increased 
Size; 133 screen; extensive use 
of colour. These will be some 
of the advantages of “Mechani- 
cal World” as a monthly to be 
published in both London and 
Manchester. Send for rate card. 


RING RECORD 


& 


EMMOTT & CO. LIMITED, 21 BEDFORD STREET, LONDON, W.C.2 
MANCHESTER OFFICE: 31 KING STREET WEST, MANCHESTER, 3 


M.W.12 


Published by 
METAL 
INFORMATION 
BUREAU LTD. 
Birkect House 
27, Albemarle St. 
London, W.! 
REG S80 


A reliable medium 
for 
HOME’ & EXPORT 


Advertising, reaching the firms 
that matter and read by Execu- 
tives in all Branches of the 
METAL and its Allied Industries. 


Twice weekly. 
ew a & Fridays 


va 


Best in the short run 


We may be forgiven for 
inventing a new name 
for screen-printing. ..we 


Priestleys 


COMMERCIAL ROAD, GLOUCESTER 2228123 
LONDON - MANCHESTER - CARDIFF > BIRMINGHAM 


POSTERS 


TICKETS SHOWCARDS & DISPLAYS 
HAMDOWRITTEM OR SILK SCREENED 


REGINA STUDIOS (SIGNS & DISPLAYS 


27, BOSTON ROAD HANWELL Ww 
ses 


TD 


P Arrention to all Enquirves & . 
Complete & Guaranteed Service in the Fuliest Sense 


Photographic Enlargements 
in all sizes up to 80 sq. ft. in one piece 
The Autotype Co. Ltd., Brownlow Rd. 
London, W.13 EALing 2691-23 
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Gift Vouchers For Johnnie’s Christmas—continued. 


basis of the current year's trad- 
ing, will produce about £12,000. 
The additional £8,000 will come 
out of headquarters funds. 

The annual report of the Asso- 
ciation says that publicity un- 
doubtedly played a part in bring- 
ing about a big increase in the 
number of orders carried out. 
The sustained increase in the 
Interflora turnover has resulted 
in “mechanisation” of the system 
for handling orders at the Ken- 
sington headquarters. The com- 
mittee has concentrated on ex- 
tending ship-to-shore order facili- 
ties to all the forty or more 
countries in the Interflora orbit. 


* * * 


A NEW note in advertising for 
staff is struck by Hayward & 
Towell Ltd., ironmongers, Peter- 
borough, in the recently issued 
Guide to Youth Organisations, 
published by the Peterborough 
Joint Education Board (The Iron- 
monger). The advertisement 
begins: “For boys with an in- 
quiring mind, the ironmongery 
and hardware trades offer unique 
opportunities.” The advertise- 
ment points out that interest in 
the job is always maintained be- 
cause of the variety of products. 
It occupies a half-page in the 
Guide. 
*~ * * 


N appeal to exhibitors at the 

forthcoming Harrogate Toy 
and Fancy Goods Fair to co- 
operate with the Press officer to 
ensure the success of publicity 
for the event is made by 
Games & Toys. While it is 
appreciated that exhibitors do not 
wish to discuss special novelties 
which they are “keeping up their 
sleeves,” it is suggested that they 
should send in information about 
unusual markets catered for; odd 
requests from home and overseas 
buyers; and customers in strange 
places. A very useful tip given is 
that the name of the product 
should not appear in photographs 


This humorous slant on a method 
of trading which is growing fast 
in some retail distributive outlets 
was featured by the “Grocer.” 


THE 


bONDE 


TIMES 


tens 


' )° THE TIMES’ TOOK NOTICE! 


From the “Shoe & Leather News” 
comes this unusual trade adver- 
tisement, which simply records 
the fact that “The Times’ men- 
tioned the name and products of 
the firm concerned (Itshide Ltd.) 
in its report of a shoe and leather 
exhibition. 


intended for use in the popular 
Press. 
* * 


N October I mentioned that a 

Northamptonshire shoe firm 
was using a small magnifying 
viewer “in an effort to short- 
circuit the delays experienced in 
the production of catalogues. .. .” 
Vigorous protests arose at once, 
among them one from Leon 
Quartermaine, of Repete Pub- 
licity, Wellingborough. He says: 
“We have been specialising in 
footwear presentation for many 
years and can only say that this 
is all eye wash. We can deliver 
a black and white leaflet in 
under 4 days, and a catalogue for 
20, 30 or-40 shoes in under 25 
working days. 

“We challenge the statement 
that by the time the shoe appears 
in print it has lost its appeal. We 
generally work on an unfinished 
shoe or the prototype. Literature 
can be in agents’ hands overseas 
before the shoe is in production.” 

* * * 


PPOINTMENT of a “fashion 
co-ordinator” to foster in 
store customers a fashion con- 
sciousness that will increase the 
fashion turn-over is suggested by 
a writer in. Fashions & Fabrics. 
He writes: “Depending upon 
the size of the store and the num- 
ber of departments contained 
therein, the co-ordinator can be 
either the merchandise manager 
or can work under his jurisdic- 
tion. Since, however, the out- 
look required from such an ap- 
pointee must, of necessity, be 
somewhat unusual, the latter ar- 
(rangement is obviously prefer- 
able. 

“She should, at the beginning 
of each season, be given an ad- 
vertising budget, based upon the 
number of newspaper and maga- 
zine insertions which it is thought 
the departments under her controi 
will require, together with the 
area coverage.” 
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What are you doing now 


EIGHT MILLION PEOPLE ARE WAITING TO KNOW! 
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Eight million 
people 

are waiting to 
see your product 
advertised in 


mePic Tt U He 


OS 


in 1952 
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Mm ARE THE FACTS ABOUT | ‘J 0, 


Pic TURE 


Think them over. 


Think of the top circulation. the figure is 1,225,858. That is the biggest 
ABC circulation of any general magazine in Britain. To-day Picture Post still retains this clear 
lead out in front. 


Think of the top readership. over 8,000,000 every week. That is, one adult 
out of every four in Britain. And Picture Post has a very big following among important people— 
manufacturers, bulk buyers, retailers, businessmen. Among the people who make and sell as well 
as the people who spend. Among select markets and the mass market. 


Think of the colour. Many of Britain’s most successful advertisers have proved that, 
for colour, Picture Post is unchallenged as the top advertising medium in Britain. And that a 
full-colour page in Picture Post is the most powerful advertising space in Britain. (A limited 
number of full-colour spaces are still available for 1952.) 


Think of the big NAMES. More leading advertisers rely on Picture Post than on any 
other magazine in Britain. Look through this week’s copy of Picture Post and check over the 
names in it. Don’t fa! behind Britain’s leading advertisers. 


Think of the ConfideNnCe. Large national advertisers put their entire appropria- 


tions in Picture Post alone. And every major advertising campaign so far launched this year has 
appeared in Picture Post. That is some measure of the confidence which Picture Post, as Britain’s 
top picture magazine, rightly enjoys. 


Think of the influence. to-day, the editorial reputation and influence of Picture 
Post stands higher than ever before. Look at this week’s Picture Post for example. 


Think of the SePrviCe. Picture Post is Britain's ONLY National magazine to offer 


a complete merchandizing service. Every advertiser has the facilities of this service at his disposal. 
With its help, whole stocks have been moved at speed. 


Think of the flexibility. Picture Post offers spaces in every kind of size—from 
double page colour spreads to 1/16th pages. Picture Post guarantees you the continuity you need. 


And Picture Post knows enough about marketing problems to help you book spaces you do want— 
and cancel ‘spaces you don’t want—at short notice. Picture Post co-operates. 
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Sum it UP. It is certain no other 


magazine in Britain offers you such a com- 
bination of circulation, readership, colour, - 
editorial influence, service and co-operation. 


Take full advantage of this—in 1952. 


MAKE FULL USE OF 


nwic F 


POST IN 1952 


If we can help you in any way in planning 


any of your 1952 campaigns please get in 
touch with me or my staff. 

F. A. Gray, Advertisement Manager, _ 
Hulton Press, 43 Shoe Lane, London, E.C.4. 
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NE of the most justifiable 

complaints made about 
media research surveys is that 
they do not all talk about quite 
the same things. However good 
individual surveys may be, how- 
ever objective, conscientious and 
accurate the results may be, full 
use cannot be made of them 
unless all concerned are quite 
clear about their definitions. 


One of the terms that js 
bandied to and fro more fre- 
quently than any other is, o1 
course, “readership.” A numbei 
of valuable surveys, both here 
and on the other side of the 
Atlantic. have been made which 
deal with the “readership” of 
various publications and which 
provide a great dea] of informa- 
tion about their “readers.” But 
until we are quite clear what 4 
reader is, we cannot extract the 
maximum value from this mass 
of valuable material. 

These thoughts are prompted 
by the examination of a recent 
survey conducted by Alfred Politz 
Research Inc. entitled “Charac 
teristics of Readers and Non- 
Readers of the New York 
Mirror.” In the introduction to 
this survey Alfred Politz devotes 
soMe pages to a discussion of 
readers and ieadership which 
should be of considerable interest 
to media research workers in thi; 
country. 

As is well known, the major 
readership study in this country 


To Define A ‘Reader’ Is 
Most Pressing Problem 


By B. D. Copland 


What, precisely, is a reader? The answer to this question 
may vary with the number of media research men who 
are asked it. But until a clear definition is arrived at, 
the many surveys now available will only have part-value. 


—the Hulton Readership Survey 
—defines a reader as anyone who 
has read, glanced at or seen any 
issue of the periodical in question 
either “yesterday,” “within the 
last 7 days” or “within the last 
month.” The question asked, for 
example, was “Which daily morn- 
ing newspaper(s) did you read 
yesterday?” For magazines the 
informant is shown a list of 
periodicals and is asked “Which 
(if any) of these have you read in 
the last 7 days/4 weeks?” A 
modification of this latter form 
of question has been used in other 
surveys in which no list is shown 
to the informant. This means 
that readership obtained by these 
methods is not associated with 
any particular issue and represenis 
an average readership of an 
average copy. It is, of course, also 
likely that the presentation of a 
list Of publications to the infor- 


mant may have some effect on the 
results. 

In the United States, however, 
particularly in the field of maga- 
zines, a reader has - frequently 
been taken to be somebody who 
Saw, or read, some particular item 
in a particular issue. In Politz’ 
own words, “In the magazine 
field, it has proven very satisfac- 
tory to define as a reader some- 
one who saw, or read, something 
inside.” Similarly, the survey 
carried out for Reader's Digest 
by the British Market Research 
Bureau uses the concept of 
“proved” readers in order to ob- 
tain detailed information about 
their behaviour. Finally, the 
Politz study of the accumulative 
audience of Life sets out to tell 
advertisers “whether issues of a 
magazine make ‘repeat’ impres- 
sions on the same readers; or 
whether succeeding issues ‘ac- 
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cumulate’ new readers.” To do 
this it naturally defines a reader 
as someone who has seen or read 
some item jn one particular issue. 

In the light of the above it 1s 
not without interest to media re- 
search workers jn this country, to 
see that Alfred Politz has taken 
as his definition of a reader, for 
the purpose of his New York 
Mirror survey, exactly the same 
one as that used in the Hultou 
Readership Survey. His question 
is slightly different—“Did you 
yourself happen to read any issue 
of the Daily Mirror yesterday?” 
but he also states quite categoric- 
ally, that “people who consider 
themselves readers are counted as 
readers in the study.” 

It will be interesting to see how 
the research organisations in the 
United States set about the task 
of reconciling the different forms 
ot readership that they use for 
newspapers and magazines. There 
seems to be little doubt that the 
Hulton type of definition provides 
a reasonable basis for calculation 
in respect of newspapers and 
probably magazines too, although 
the longer life of magazines may 
oblige us to find out whether the 
informant is referring to the 
current issue and if not, in what 
circumstances he read it. When- 
ever the problems of accumulated 
readership of magazines come to 
be tackled in this country it will 
no doubt be necessary to restrict 
the definition of a reader to a 
person who has, in fact, seen 
some particular item in some par- 
ticular issue. 


The 


BURIS TAN 


|ERALD 


Gets Results Because its Readers Believe in it! 
® NO INCREASE IN RATES SINCE 1947 


®@ NO INCREASE IN PRICE SINCE 1948 


® NO DROP IN READERSHIP! 


THE CHRISTIAN HERALD COMPANY LIMITED 


6 TUDOR STREET, LONDON, E.C.4. Telephone: CENTRAL 3624 
e 


OR, 4 WESTERN ESPLANADE, PORTSLADE, BRIGHTON, SUSSEX 
Telephone: HOVE 47288/9 
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MIDLAND 
APPRENTICESHIP 


_ MANAGING 
“DIRECTOR 


Do not imagine that all readers of “The Birmingham 

Post” are captains of industry and city councillors. The 

paper is read by the electors as well as the elect. “What great ones do,” 
wrote the most famous Midlander of them a!l, “the less will prattle of.” 
Many a junior clerk has borrowed his principal's “Post” at lunch time, 
and Jater has become a regular reader at his own expense. The paper 
is read with purpose by many younger people serving their “apprentice- 
ship” in all classes of Midland industry and commerce. “The 
Birmingham Post” provides a valuable medium through which these 
potential leaders of tomorrow canbe approached. 


. SF gal 


zram based on population of selected 
“nA taken at last census 
ngham approximately one million 
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lo Cover the Midlands first cover Birmingham 


The Birmingham Post 
Morning Daily Member of A.B.C. 


Birmingham Mail Birmingham Weekly Post 
Evening Daily The Family Journal 
38 NEW STREET, BIRMINGHAM 2 


London Office : 88 FLEET STREET, E.C.4 
Branches at Blackheath, Bromsgrove, Coventry, Dudley, Kidderminster, Leamington Spa, Redditch, Tamworth, Walsall and Wolverhampton 
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Busy armament industries are 
retail sales above average 


By STANLEY OREANU, 


of Research Services Ltd. 


An outstanding feature of the Midlands marketing picture is the high level 


of retail sales—the index (1947 


100), stands well above the national average. 


An unusual feature of this trend, noted particularly in the clothing trade, is 

that the multiple shops have pulled their weight rather more than others. 

This is attributed by our contributor to the greater merchandise mobility of 
multiple chains and their flexibility in experimental purchasing. 


ITH defence contracts 
now extended to 6,000 
Midland firms at a value 


two-and-a-half times greater 
than last year and with unem- 
ployment in the region this 
autumn down to the minute 
fraction of 0-4 per cent, pros- 
perity in the centre of England 
remains at a high level. As we 
shall see, some industries are 
passing through difficult times, 
but there is plenty of work and 
earnings are good. One result 
is that in all the chief depart- 
ments of retail trade, sales in 
Midland shops continue above 


STANLEY OREANU, who 
joins our team of 
regional market survey 
writers with this article, 
took a B.A. in Psychology 
at Cambridge University. 
Later he moved to the 
London School of 
Economics for a short 
period of academic 
research on the results 
of the 1950 general elec- 
tion. Now he is a 
research officer with 
Research Services Ltd. 


average compared with the rest 
of the country. As wages and 
prices have struggled upwards 
over the past year, the actual 
cash value of goods sold has 
increased. 

It is not possible to determine 
precisely whether any of this in- 
crease represents a real expansion 
of business, or whether it is 
wholly due to the rise in prices. 
The value of sales of all mer- 
chandise, as shown in Table I, 
rose by 11 per cent, while the 
Ministry of Labour index of 
retail prices increased by an 
identical amount during the 
same period. Unfortunately for 
the purpose of calculation, the 
two sets of indices are not 
exactly comparable. However, it 
seems likely that the actual 
volume of trade has remained 
steady or even fallen a little in 
some cases. The fact that shops 
are carrying greater stocks of 
both perishable and non-perish- 
able goods is one indication. 


Retailers 
Surprised 


Many retailers in the clothing 
trade would be surprised at the 
figures given here for sales of 
apparel. They might say that 
any increase in the cash value of 
sales took place without their 
knowledge. the only noticeable 
climb having been in wages and 
other costs. What especially 
annoyed them about Mr. Dalton’s 


clarion call to stop buying till 
prices fell was its timing. The 
widespread protest from Mid- 
land towns, as from other areas, 
had: harsh note of exasperation 
because traders by no means fel: 
as though they were riding along 
on the crest of the wave when 
Dalton tried to set the tide 
against them. The _ interesting 
explanation for this disparity 
between statistics and common 
experience is that most of the 
plums in the clothing trade have 
fallen recently to multiple shops. 
Department stores, Co-operatives, 
and small traders have al! had an 
indifferent year. Table Il shows 
that this applies to clothing for 
both sexes (though rather more 
to women's clothing) and for 
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THE AREA COVERED 


in this survey ranges from 
Derbyshire (excluding the 
High Peaks district) in the 
north to Oxfordshire in the 


Nottingham- 
shire, Leicestershire, Rutland, 
Warwickshire, Staffordshire, 
Worcestershire and North 

Bedfordshire. 


children as well as adults. The 
table compares the average 
weekly sales for February-August 
1951 with those for the same 
period in 1950. 


Multiples Got 
The Lion’s Share 


Multiples are more flexible 
than other types of retail organ- 
isation when it comes to buying 
experimentally or ringing the 
changes on stocks at individual 
shops. This may account for the 
advantage they gained. 

With stocks piling up in the 
shops and export demands to 
cater for, the great Midland tex- 
tile industries did not begin to 
feel the pinch until the fall in 
wool and cotton prices during the 
summer. In September, a num- 
ber of hosiery manufacturers in 
Nottingham and Leicester had to 
lay off workers or put them on 


I—INDEX NUMBER OF SALES PER WEEK (1947 = 100) 


Average of 12 months to Fuly 


Apparel 
Household goods 
Non-food merchandise 
Food and perishables 
Total—al! merchandise 


Sour 
Il—PERCENTAGE 


‘Board of Trade Journal.” 
CHANGE 


IN NATIONAL SALES 


(FEBRUARY-AUGUST 1951) COMPARED WITH THE 


SAME PERIOD IN 1950 


| partment 
stoves 


Multiple Co-operatives 
shops 


Women and children’s wear 5 
Men and boys’ wear 10 


Board of Trade. 
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short time, and there are similar 
reports from other places. Large 
firms, such as British Celanese at 
Spondon, have been able to trans- 


Prosperity points 
: @ Number of firms in the area 
ig engaged on defence con- 
a tracts is now 6,000. 

@ Unemployment is down to 


F the minute fraction of 0°4 

i per cent. 

is @ Cash value of goods sold 

: has gone up steadily— 

a3 always a little ahead of the 
national average. 


@ Raw material prospects are 

improved and anxiety that 

large-scale stoppages might 
a be met is declining. 

@ Labour shortages are such 

| that, even if a stoppage 

‘ were to arise in one indus- 

7m : try, workers could be ab- 

' sorbed in other spheres. 

ORO OOnr""vr"/"v 

fer their people to other depart- 

. _ ments; but several hundred wor- 

f kers have been laid off over the 

Midland area as a whole, and the 

' earnings of many more are 

affected by short-time. With wool 


and cotton prices rising again this 
autumn, the latter contrary to 
expert forecasts, it is impossible 
to say what the future will hold. 

Any prolonged set-back to 
hosiery and other textile manu- 
facture, however much it may 
damage these industries, will not 
lead to unemployment on a large 
Scale, at least not until and unless 
the armaments 
pace. In Coventry alone, firms 
with defence orders to fulfil are 
crying out for 2,000 extra 
workers. Throughout the Mid- 
land region vacancies for jobs 
are running at about the 50,000 
mark, while in August there were 
only 8,000 unemployed, many of 
whom it would be impossible to 
employ on any skilled or semi- 
skilled work. 


Scarcities Should 
Not Stop Work 


A few months ago it was 
thought that the world shortage 
of raw materials would have a 
dire effect on employment in this 
country. While the position is 
and will remain serious, over the 
next few months at any rate 
there are not likely to be major 
stoppages of work due to failure 
in the supply of scarce materials. 
It appears there will be just 
about enough steel and non- 
ferrous metals to keep the present 
labour force occupied, though 
some industries will suffer at the 


drive slackens 


expense of others; while the panic 
over a has at least had the 
result of ensuring us an adequate 
quota. Temporary hold-ups in 
delivery of materials will un- 
doubtedly cause the loss of a shift 
here and there or even of a few 
days work, as most firms are 
existing from hand-to-mouth on 
negligible stocks. 
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lems to face than shortage of 
materials or manpower. There is 
a rough road ahead for our 
motor-car exports, which involve 
the security of many thousands 
of workers, not only in the main 
centres of Coventry and Birming- 
ham, but also in such widely 
scattered Midland towns as 
Derby, Oxford and Luton, where 


Manufacturers in some indus- 


4 Vauxhall have been spending 
tries have even more trying prob- 


over £11 million on new plant. 


CNT ME 


LISTENING TO INDUSTRY’S 
WHEELS TURNING 


Throughout the Midlands, the wheels of industry are revving up for the re- 
armament drive. An enormous amount of research and experimental work 
has been going on, to improve methods and push up production. This 
“engine doctor’’ at one of the motor works is using a specially constructed 
stethoscope to detect any slight flaw in the running of an engine. 
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“We're too big 
for our maps” 


This map is on far too small a scale to show more than 
a few of the towns which are served by National Solus 
Sites Ltd. In fact, there are National Solus Sites in all the 
principal towns in the Midland Counties, standing above 


and beyond competitive advertising—as they do in every 
town of importance in England and Wales. 


NATIONAL SOLUS SITES LIMITED 


$6/60 STRAND - 
_ Directors: T. A. ALLAM (Managing Director) P. W. FELTON 


LONDON - W.c.? 
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Only one other provincial evening newspaper, South 
of Sheffield, has a larger circulation than the 
Express and Star. 

This indicates the influence of the paper in the 
area it serves —the 800 square miles of the Black 
Country and Shropshire. 

In this compact centre of industrial and agricul- 
tural activity, the Express and Star’s sales are greater 


than any other evening newspaper. For last year 
they exceeded 193,000 copies a day. 

One of the lowest inch rates in the provinces — 
less than 186d. per !,000— makes the prosperous 
Black Country and Shropshire an economical area 
for a test campaign. To any advertiser interested, 
the services of the Express and Star’s retail relations 
department is available. 


EXPRESS s STAR 


HEAD OFFICE WOLVERHAMPTON 


REPRESENTED IN LONDON BY C. P, R. CRANE, 44-45 FLEET STREET, E.C.4. 


TELEPHONE: CENtral 6820 
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The main cause of ._ worry at 
present is the Canadian market, 
that in the past has provided such 
a fruitful source of hard cur- 
rency. Between May and October 
this year sales of British cars in 
Canada slumped by 80 per cent. 
In July only 2,147 cars priced at 
£400 or less were imported, com- 
pared with 6,785 in the same 
month of 1950. This is not due 
to a sudden wild dislike of British 
cars, but to credit restrictions 
imposed by the Dominion 
Government in its April budget, 
severely limiting the time allowed 
for hire purchase. Buyers now 
have to put down 50 per cent of 
the price and pay the balance 
within twelve months. This has 
hit the “marginal” buyers who 
were the chief customers for the 
smaller British cars. 


British Cars Face 


French, German Threat 


The second major headache 
for the car industry comes from 
growing foreign competition in 
the production of small cars. In 
the first few years after the war, 
when wide-eyed travellers from 
this country brought back tales 
of Buicks, Packards, Cadillacs, 
lined up tail-plate to radiator 
along the thoroughfares of 
Brussels and Stockholm, the main 
export demand was for the large 
and costly type of car. But the 


V. SIVITER SMITH € CO. LTD 


rising cost of living has cut the 
luxury trade and the demand now 
is for cars that are cheap to buy 
and cheap to run. French manu- 
facturers, and to a lesser extent 
German and Italian, have cap- 
tured a large share of this 
market. French production has 
expanded enormously since the 
war, so that France is now the 
world’s third largest car exporter. 
In 1946 only 33,000 cars came off 
her assembly lines, in the last 
twelve months up to October ten 
times that number. It is against 


304 


this background of intense com- 
petition that one has to view the 
introduction of such models as 
the new Austin “Seven” as part 
of our bid to gain a firmer hold 
on the important European 
market. 


No P.T. Worries 


For Shoe Industries 

While at home the purchase 
tax continues to be the bane of 
most manufacturers’ lives, one 
Midland industry has had this 
burden almost completely _re- 
moved from its back. The shoe 
trade, main centre of which is in 
Northamptonshire, has had the 
utility price ceiling raised from 


FIRST MAXIMUM UTILITY 
PRICE INCREASE 


SECOND MALIMUM UTILITY PRICE INCREASE 


dh ciatneeel 


95 0 


| / 


SOP aeaunuss&6eeonestue.iass 
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Retail sales of footwear (Index for 1947=100). The first increase of utility 


price was to 85s. 3d. for men’s shoes and to 79s. for women’s. The 


second 


increase raised these prices to 115s. and 102s. 9d. respectively. 
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85s. 3d. to 115s. on men’s shoes 
and from 79s. to 102s. 9d. on 
women’s. Even before this in- 
crease, 97 per cent of shoes 
produced in the last eighteen 
months came within the utility 
range. Now only hand-made 
shoes and those using the most 
expensive hides will be subject to 
purchase tax. Rumours that 
prices would rise to somewhere 
near the utility maximum led to 
a rush on shoe shops during the 
summer. The accompanying 
graph shows the effects of this 
and also illustrates the fact that 
the trade is highly seasonal. Nor- 
mally the peak selling period is 
in the early winter months 
(figures for 1950 are normal in 
this respect). Shoe manufacturers 
have only a tiny export trade to 
cushion them against any sudden 
falls in home demand and it has 
been asked whether the industry, 
now turning out 11 to 12 million 
pairs a month, is not running at 
too high a rate of production. 
Whatever the immediate prospect, 
from one answer made recently 
it would appear that, looking to 
the more distant future, far- 
sighted eyes are turned not so 
much towards America as to the 
huge potential market formed by 
the barefoot millions of Asia and 
Africa. 


Few Changes 


In Fashion 

The winds of fashion tend to 
blow gently on the shoe trade, 
producing fairly smal! changes 
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JACK COTTON of Birmiagham, who has been an 
ivory and wood turner for fifty years, is examining an 
ivory billiards ball he has made, checking it to make 
sure it will run true; and at the price, it ought to! Only 
three or four balls can be made from one African 
elephant’s tusk; the cost is approximately £1 for every 
pound the tusk weighs. (A small herd of elephants 
must be caught to supply the ivory necessary to make 
one snooker set!) This rare industry is one of the 1,500 
that are carried on in the great city of Birmingham. 
Birmingham’s main concern, of course, is with engin- 
eering and motor manufacture. It is one of the world’s 
largest industrial centres, busier now than ever in its 
history, turning out bicycles, motor vehicles and heavy 
machinery of all kinds in unprecedented quantities. 


CORPORATION STREET, BIRMINGHAM, 4. TEL: 


ERNEST LUMSDON: 


Leeds Office 


(NET SALE 104,474 ABC) 


RUSSELL CHAMBERS, MERRION STREET, LEEDS 2. TEL: LEEDS 24998 MIDLAND BANK HOUSE, 26, « 
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Its million inhabitants are earning higher wages than 
ever before; even at the modest average of £5 their 
spending power must be in the region of 5 million 
pounds every week. This gives some idea of the vast 
market for advertised goods which exists in this area; 
and the most economical way to reach it is through 
the BIRMINGHAM GAZETTE, the EVENING DESPATCH 
(Birmingham) and the SUNDAY MERCURY, the only 
Sunday paper published in the Midlands. These 
Westminster Press papers get really near to the 
people in the previnces—they’re edited to do so— 
because they concern themselves mainly with local 
news and events—with ‘home’ news. Place your 
advertisements in these papers and get ‘home’ with 
the local news into Birmingham’s prosperous homes. 


EVENING DESPATCH ¢ BIRMINGHAM GAZETTE e SUNDAY MERCURY 


(NET SALE 179,363 ABC) 


CENTRAL 68461 


London Advertisement Director 


WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LIMITED 


167-170 FLEET STREET, LONDON, E.C.4. TEL 


ENTRAL 3265 
Manchester Office : 


(NET SALE 169,707 ABC) 


‘REET, MANCHESTER 2. TEL : BLACKFRIARS 393¢ 
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DVERTISING 


— the symbol of the GOUGH ORGANISATION 
K , Administrative & Agency Service 
, Trade & Consumer Advertising 


TOM * C+ GOUGH 
13 COLMORE ROW - BIRMINGHAM 3 - Central 8041-2-3 
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SURVEY OF THE MIDLANDS 


Power shortage is one 


I’ of the greatest threats 


to Midlands industries 
this winter. The 
situation is one that 
can only be met by 
increases in the power 
production capacity of 
the country. Despite 
the late Government's 
brake on capital 
expenditure, work 
went ahead on these 
two power stations, at 
Nechells and Hams 
; Hall. 


7 


[Birmingham Gazette and Dispatch Lid., photos 


from year to year. But this year 
a much greater change threatens 
in the form of women’s bootees. 
This type of warm footwear has 
found tncreasing favour with 
women in the provinces. There 
are many who now wear them 
throughout the winter months. 
As bootees have a longer life 
than ordinary shoes and are 
manufactured by a -limited num- 
ber of firms, the possible effects 
on the trade are obvious. 

Over all industries now hangs 
the threat of winter, with the 
likelihood of power cuts and the 
possibility of transport disorgan- 
isation. Both these dangers affect 
the country as a whole, though 
in the case of transport the West 
Midlands provides the main 
source of anxiety. 

The Midland Regional Board 
for Industry -has written to eight 
thousand electricity users asking 
how they propose to meet the 
demand for a 20 per cent cut at 
peak periods. First among the 
methods. the Board suggests, is 
the running of private generating 
plant. A special appeal has been 
sent to all who have their own 
plant, asking them to operate it 
during the whole of the winter 
from October to March. But 
although great play is made with 
the idea of private generators, 
what one often loses sight of is 
that only 700 Midland power 
users, Or less than 10 per cent. 
have installed generators and the 
majority of them still need to 


take part of their current from 
the mains. After recent conces- 
sions by British Electricity 
Authority many firms are now 
willing to bear the initial high 
cost of installation, but find there 
is up to two years delay in the 
supply of new plant. Even the 
urgent plea that it is needed for 
the export drive fails when gener- 
ators themselves are marked “for 
export only.” One firm manufac- 
turing standby power plant in 
West Bromwich has raised pro- 
duction since the war to 20,000 
generating sets a year, but these 
are easier to come by in Buenos 
Aires than in Birmingham. 

From Nottingham and other 
towns it is reported that the 
staggering of working hours, a 
measure once in high repute, has 
proved unpopular with workers 
and management alike, and will 
be used this winter only as a final 
resort. It comes last on the 
Midland Board’s list of recom- 
mendations. Another possible 
way of spreading the load is to 
transfer operations making heavy 
use Of power to night shift. For 
firms which are unable by any of 
these means to shed their load 
at peak hours, there will be a 
five-day rota, providing for short 
working in each firm on one day 
of the week. 

The fate of industry in a cold 
climate has been the subject of 
many gloomy forecasts. But 
unless the winter is exceptionally 
severe, there should be no 
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the strange case of the vanished half-crown 


Have we a hole in our handbag? No. Are we not very good at arithmetic? Not very, but... it’s very queer ; 
according to this shopping list we spent only 2/9 on the fish and 4/6 on vegetables... and that makes us half-a-crown 
short. Ooh yes! We remember... Soap Powder... not on the shopping list because we only thought of it when we 
saw the poster by the bus stop. 

Remember ; In these days of high competition and low spending power, posters make the BIG impression and often 
have the LAST WORD with prospective customers. As a first step . . . we should like to discuss with you locations and 
allocations. In the Mills & Rockleys Region, you will find a 
new and distinguished type of poster presentation. Moreover, 
you will have the choice of several compact areas in which you The MILLS & ROGKLEYS REGION 
can test, for a small sum, the merits of different designs and the ; 

truth of our assertions. 


Bristol 
Cambridge 
Cheltenham 
™ Coventry 
w Derby 
? Doncaster 


MILLS&ROCKLEYS = 


Northampton 
Norwich 


Planned Poster Advertising ee 


Peterborough 
Torquay 
Taunton 

Weymouth 
Worcester 


DID YOU KNOW ? 


You can reach nearly 2,000,000 families through 
MILLS & ROCKLFYS LTD. 21, QUEENS ROAD, COVENTRY poster advertising in the Mills & Rockleys Region, 
: which stretches from Ipswich to Evesham, from 

Pontefract to Paignton. 
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FOR TEST CAMPAIGNS 


“SATURATION” 
COVERAGE— 
The 
Walsall Observer 


PROVIDES THE ANSWER 


WALSALL (Staffs.) 

Area - - - - 15 sq. miles 
Population 115,000 
HOUSES IN ARE 27,180 | 
SALES IN AREA - - 29,870 | 


Observer, Walsall 


TOTAL NET SALE (Jan./June, 1951) 


; 43,495 


' (Member ABC) 134 Fleet Street 


Tel. Central 3913 


Tel, 2137 


= 


; 
: 
: 
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The Complete 
Agency 


ADVERTISING 
MARKETING 
SALES PROMOTION 
INDUSTRIAL DESIGN 


ELLIOTT ADVERTISING LTD. 


192, Broad Street., Birmingham 15 
TELEPHONE: MIDLAND 5671 (P.B.X.) 
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marked loss of earnings due to 
the power shortage. 

Commercial and domestic 
users will have to play their part 
and “switch it off” at peak hours, 
but in the Midlands the chief 
burden is going to fall on indus- 
try. Industrial plant in this area 
takes 62 per cent of the total load, 
compared with 50 per cent 
nationally. 


Master Plan 
For The Railways 


An attempt has been made to 
meet the danger of congestion on 
the railways by a “master plan 
for winter freight movement,” in 
which Birmingham figures as the 
number one national bottleneck. 
Apart from schemes for diverting 
traffic through Droitwich and 
Evesham, efforts are being made 
to attract several hundred railway 
workers to Birmingham, Walsall, 
Coventry, Wolverhampton and 
other West Midland towns. What 
might happen without careful 
planning can easily be envisaged 
from the bare fact that British 
Railways will have to move 5 
million tons more freight this 
winter than last, and with 5 per 
cent fewer men on the job. To 
make this possible, passenger ser- 
vices will be “trimmed,” but 
large-scale cuts are not con- 
templated. 

From the great 270-square-mile 
sprawl of Birmingham and the 
Black Country there has begun a 
seepage of population back into 
the countryside, that may have an 
important effect on tastes and 
sales over the next few years. 
Obviously nothing, save the 
cataclysm of atomic warfare, 
could bring about a marked 
reverse in the tendency for people 
to mass together in cities, yet the 
movement into the country of 
only a few per cen could pro- 
foundly alter the character of 
large areas of rural life. Birming- 
ham alone will have a population 
overspill of more than a hundred 
thousand in 10 years time under 
the present development plan. A 
new satellite town may be built 
to house these people; in the 


cee. 
. 


’ 


meantime several thousand fami- 
lies have migrated and rfiore are 
likely to follow. 

This migration is not limited to 
city business men or retired 
suburbanites, but is made up 
largely of workers from industry, 
and they, like the business men, 
travel back and forward to work 
every day. The beginnings of a 
“mass movement” of working 
people to make their homes in 
the countryside is the way it is 
described in the annual report of 
the Warwickshire Rural Com- 
munity Association. What causes 
concern in Warwickshire and 
elsewhere is the possible change 
that may be wrought in village 
life. In the southern part of our 
area, around Oxford (described 
by some humorist as “England’s 
Detroit”), a growing number of 
old-world cottages are prefaced 
by crazy-paving worked in 
cement, and chromium-plated 
perambulators stand at the garden 
gate. From at least one small 
place in this region motor coaches 
carry several parties of “villagers” 
a week for an evening's entertain- 
ment in London. 


Houses For Townsmen 
—In The Country 


The seeding of villages with 
town-bred people has no doubt 
accelerated the demand for better 
amenities now being made by 
those who have lived in the 
country all their lives. There is a 
general hope that many features 
of village life will remain un- 
harmed. But along with piped 
water, electric light and social 
institutions, there is bound to 
come a change in taste for con- 
sumer goods, At the very least, 
a wider range of articles will be 
introduced into the village stores. 
The saleshop-on-wheels that even 
now visits so many country 
places, might carry more things 
than groceries and ice cream. In 
the United States, though the con- 
ditions are very different, cloth- 
ing has been successfully sold by 
this means. 

Another factor in the situation 
is the new pay award to farm 


. (Birmingham Gazette and Dispatch Lid. photo. 
The motor industry, upon whose export achievement much depends, is 
meeting stiffer opposition in Europe. Austin’s are continuing. to expand their 
| production capacity: This photograph shows a new assembly line at their 
Longbridge works. 
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J TL advertising 


KING STREET WOLVERHAMPTON 


GERMS THAT'S” 
THEY ARE- AND WEVE GOT 
MILLIONS OF EM,,..., 


Germs of ideas in their raw state are seldom 
mild, or grammatically correct for that matter, 
yet they are the essential basis on which good 
publicity is built. Without them no agency 
can bring to maturity schemes for national or 
trade advertising, illustrated literature or 
poster publicity. 

We possess these necessary germs; let us 
educate them to work on your behalf. 


WHAT 


RETOUCHING 


Send your enguitiw Colophon wo. 


31 


LONDON ROAD. LEICESTER 


TELEPHONE s825 a 


ADVERTISER'S WEEKLY 


POSTER SITES 


The 
DAILY HELP 


| PUBLICITY HOUSE-CORNWAIL ST. BIRMINGHAM 3 


TELEPHONE. CENTRAL 3784/5 
TELEGRAMS. ADVERTISE BIRMINGHAM 


1951 Census— 


It is impossible | veh 40.275 Rurc! 18,600 | 


TOTAL POPULATION 
58,875 


@ Stafford is nearly 20 miles 


to cover Stafford 
thoroughly—unless | fompon 
you use Stafford’s 
own Weekly 


STAFFORD 
NEWSLETTER 


ssc igure jenna ios | STAFFORD’S ONLY ABC MEMBER 


11,095 | .- . bought each 


orm wane week regularly by 
22Mill se Siofford. Teco) | 19 Out Of every 20 


peg ers Stafford homes 


H. C. Blanchard 
134 Fleet St. Tel. Central 67/2 
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PUBLICITY 
na/ 


Established 1920 
NATIONAL AND 
PROVINCIAL 
PRESS 
ADVERTISING 


CREATIVE DESIGNERS 
OF PRINTED PUBLICITY 
CATALOGUES, FOLDERS 
POSTERS, SHOWCARDS 
PACKAGE DESIGNS 


BOSWELL 


PUBLICITY L” 
Accredited Advertising Agents 
BILBIE ST. NOTTINGHAM 
TELEPHONE 41358 


Complete your 
Coverage 


with the aid of 

THE LOCAL WEEKLY— 
in 

NORTH-WEST 
LEICESTERSHIRE 

IT’S 


THE COALVILLE 
TIMES 


HEAD OFFICE : 
9 HIGH STREET, COALVILLE 
LEICESTER. Tel. Coalville 83/84 


LONDON : 
ALDRIDGE PRESS LTD. 
15 CHARTERHOUSE STREET 

E.C.I 
Tel. HOLborn 8655/6 


Short 
Cut.. 


to the answer 

to any question 

about Birmingham, 

its 1,500 industries, 

its civic affairs, 

hotels, entertainments, 
is the service 

the City’s Information 
Department offers 
the business man 


. , 
or journalist. 
| 


THE CITY OF 


Birmingham 
INFORMATION 
DEPARTMENT 


COUNCIL HOUSE 
BIRMINGHAM | 


Tel. CENtral 7000 Ex. 491 & 492 


and at 


57 CORPORATION ST. 
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workers of 8s. a week for men 
and 6s. for women. Midland 
farmers, if one or two of their 
spokesmen express a_ general 
feeling, are more disturbed by the 
fortnight’s paid holiday that 
forms part of the award than by 
the increased bill for wages. 
Farmers have had a difficult year. 
The corn harvest was finally 


Midlands yield and much of that 
from South Wales and the West 
Country will be processed, to a 
total of a quarter million tons. 
In the Vale of Evesham, plums 
and other soft fruit have been 
rotting in some orchards; short- 
age of tin-plate has made pre- 
servation impossible. Even the 
man who tends a fruit tree ip this 
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FIRST COMPREHENSIVE ABSTRACT 
OF A MODERN BRITISH CITY 


During the war the City of 
Birmingham set up a Central 
Statistical Office—an organis- 
ation unique in English Local 
Government. Its primary 
tasks were to explore the 
statistical resources that 
accrue from the administra- 
tion of a _ large county 
borough. 

The Annual Abstract of 
Statistics for the City of Bir- 
mingham, which has just been 
published, represents the first 
public result of this activity. 
It contains in one volume all 
reliable statistical material 
available for the area within 
the City boundary and in- 
cludes many new _ tables 
specially prepared for the 
purpose. The figures are not 
confined to those emanating 
from Corporation Depart- 
ments, but include special 
tabulations obtained from the 

tegistrar-General, the Minis- 


CORR eee meee eee eeeeeeeeeeeeee seeeeeeeee 


gathered, late though in reason- 
ably good condition, but some 
other crops have not done so well. 
The beet harvest is expected to 
be of low sugar content and the 
delay in gathering it has held up 
production at Kidderminster, 
where the whole of the West 


try of Labour, and other 
cfficial sources. 

This initial volume speci- 
ally features the basic data 
necessary for the study of a 
city—the population, housing 
and health of the community. 
Representation is not con- 
fined to a record of adminis- 
trative activity, but all 
available data relevant to the 
sociology of a great city have 
been collated, the whole 
representing the first statisti- 
cal study in England compar- 
able to the famous Stockholm 
Statistical Abstracts. 

Further editions are pro- 
mised. These will incorporate 
data derived from the recent 
Population Census. The first 
edition was prepared before 
that Census Was taken. 

Meanwhile, this book al- 
ready provides an invaluable 
body of factual evidence for 
market research workers and 
all those who are interested 
in regional marketing. 


present age is bedevilled by the 
statistics of supply and demand 
as much as the manufacturer of 
textiles, footwear or motor cars. 


END OF SURVEY OF | 


THE MIDLANDS 


ee a 
THE 


WELLINGTON JOURNAL 


& 


SHREWSBURY NEWS 
NET SALES 53,466 WEEKLY (A.B.C.) 


Lordon Representative : 


_ DAVID L. CLACKSON, 80, FLEET STREET, E.C.4. (cEN¢rai 2626) 
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MORE CIRCULATION ...CHEAPER! 


CIRCULATION 
(AUG -SEPT) 


a ee 


BIRCULATION GUARANTY ER 
rere 
Oresaese 


CIRCULATION | 
ANTICIPATED CIRCULATION 


Paid 


Guarantee for 1952 
up 46%, to 700,000 


326,018 J 


But even when 


PAGE COST ——_|— 
PER 1,000 CIRC. 


be tne 


eg 


rates rise next April, 


‘ 1/- 
| 


cost per 1,000 


— 
di 13/9 13/- 


will be down 


“ht 
C—) Four CoLour 
GH BLACK A WHiTe 


1948 8=— 1949s 1950s 1952 


Sales shooting up... cost per 1,000 down... 
and guarantees are conservative, so advertisers 
get bonus circulation FREE! 


HE chart shows a happy state of affairs, both for our 
advertisers and ourselves. 

Sales are soaring dramatically. August-September figures 
were actually 34°. up on last year. We expect to average 750,000 
in 1952. But our rates are based on conservative guaranteed 
figures, regularly outstripped by sales. Note that red line— 
400,000 for 1950, 500,000 this year, and 700,000 next. 

So advertisers can’t lose. If our circulation should fall short, 
they would receive a proportionate rebate. In practice, they 
gain, getting a handsome free bonus of circulation. This 
autumn, for instance, our advertisers are already getting 
75,000 circulation for nothing. 

What’s more, cost per 1,000 goes steadily down—see foot of 
chart. Rates themselves must be increased, of course. BUT— 
(a) The increase does not take effect until the April issue. 


(b) The new rates represent a further reduction in cost—only 
12/9 per page per 1,000 for our 1952 guaranteed average 
of 700,000. 

(c) This reduction is particularly striking in colour spaces— 
e.g. from 19/- to 16 5 for a 4-colour page. Our new Goss 
press enables us to offer full colour at less than 30% above 
black-and-white rates. 

Space for 1952 should be reserved right away. Naturally, 
the earlier your insertions start, the more you profit from the 
present pre-April rates. 


READERSHIP COMPARISONS. Our 34-page booklet “ Readership 
Digest” gives useful cost-and-readership tables comparing this 
magazine with others, and includes significant facts about our 
readers. If you have not received it, just let us know—we shall be 
glad to send you a copy. 


The Advertisement Director 


The Reader’s Digest 


1 ALBEMARLE STREET, LONDON, W.1. 


Tel: GROsvenor 4738 
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Commercial Films 


degree of emphasis that 
should be given to the 
“commercial” —to borrow a 
term from sponsored radio—in 
advertising films. - 
Some believe that it should be 
played down, less the audience 
be made to feel victims of a 


Ovzs differ about the 


REVIEW OF NEW PRODUCTIONS 


By PAUL NUGAT 


wolf in sheep's clothing; others 
that it must hit the audience so 
hard that its impact is “beyond 
a peradventure.” Some hold 
that it should be introduced 
at the start and maintained 
throughout, to obviate any 
danger that the story be remem- 
bered and the moral overlooked; 
others that it should come at 
the end, on the theory that what 
is seen and heard last is longest 
remembered. 

No hard and fast rule has been 


discovered, probably because no 
such rule exists. So much depends 
On the nature and purpose of a 
film, whether, for example, it be 
of the “selling.” or reminder 
type. But if the former, there 
must be a “commercial” with a 
punch, hard enough to register, 
but not so hard that it obliterates 
pleasant recollection of the 
story. It is very much a question 
of balance. The story must be 
So interesting and dramatic, and 
sO attractively presented, that it 
survives the impact of a strong 
“commercial.” 

Ronson, in their latest two- 
minute film “The Lighter Trail,” 
skilfully achieve this balance. 
This is emphatically a selling 
film, to persuade as many people 


as possible to give Ronson 
lighters to their friends this 
Christmas. It has a strong story 


with a dramatic climax, but the 
“commercial” at the end is so 
forceful that it avoids being an 
anticlimax. One remembers both 
the story and the sales message 
to the benefit of Ronson both in 
goodwill and in sales. 

There is one possible criticism. 
Is it really necessary or right to 


bl. alli a 


The Story Of Chief Eagle-Eye And A Ronson 


show the display of various Ron- 
son models? One could argue 
that the object of the film is to 
sell Ronson, and that the job of 
selling particular models more 
properly belongs to the Press 
advertisement and the salesman. 
In a film there is no time to 
select; all one can do is to register 
that there is a variety of models 
to choose from—a fact everyone 
already knows. 

“The Lighter Trail” is the 
second technicolor cartoon film 
made for Ronson by D. de 
Grunwald in association with his 
French cartoon unit headed by 
Andre Sarrut. It was ordered by 
Ronson’s agents, Mather & 
Crowther, when the successful 
results of its predecessor “Lighter 
Moments” were known. 

The story is about Cowboy Bill 
and his wife, Annie, who is kid- 
napped by Red Indians. Cowboy 
Bill is told that his wife will be 
burned at the stake unless he can 
bring gifts that will please Big 
Chief Eagle-Eye. But nothing 
tickles Big Chief's fancy, so Bill 
joins his wife at the stake and 
lights his last cigarette with a 
Ronson lighter. This, of course, 


is what the Chief has been wait- 
ing for, and all ends happily. 

The film, which was produced 
in Paris, has a lightness and 
gaiety characteristic of Mr. De 
Grunwald’s productions. It will 
be shown in 1,600 cinemas at the 
peak of the Christmas buying 
period, and special bookings for 
Scotland will cover New Year 
zift buying. 


* * * 


AKE a twilit town, where the 

facings of the houses have 
an Old Mother Hubbard whimsi- 
cality, and you have landed in 
the world of cartoonery. In this 
world, the impossible is so pro- 
table that even a medicinal tablet 
like an Aspro becomes endowed 
with persuasive vigour. 

It does, so, at least, in the 
humorous laboratory of Halas & 
Batchelor Cartoon Films Ltd., 
where three humanised buildings 
suffering from:a “splitting” head- 
ache, a sore throat, and a 
stomach ache, find instantaneous 
relief in the Aspro palliative. 

This two-minute advertising 
filmlet in Technicolor — called 


Wales 


GLOUCESTER HOUSE, 
LONDON, W.C.2 


if your efforts deserve a bigger audience... 


. . . there’s one of 15,000,000 ready for you—if you 
pass the baby to PRESBURYS. A regular appreciative 
audience in 3,500 cinemas in all parts of England, 
Indeed, in many towns 
PRESBURYS bring you the only available cinema 
audience. Whether you use Films, Filmlets (coloured or 
monochrome) or Slides, PRESBURYS provide a com- 
prehensive and experienced service on all aspects of 
screen advertising. Make it a PRESBURY film and 
you make it a selling film! 


PRESBURYS 


and Scotland. 


S. PRESBURY & CO. LTD. 


Member of the Association of Specialised Film Producers 


19 CHARING CROSS ROAD 
Telephone: WHitehall 3601 (P.B. Ex) 
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The Indian chief sees a Ronson lighter and the story ends happily. 


A “still” from 


Aspro Flu-ing—rings the bell as 
vigorously as a fire-engine. No 
punches are pulled out of coyness 
o1 for reasons of presumed public 
dislike for having the name of 
branded goods dinned into their 
ears. 

The public will take plenty of 
this kind of filmic medicine and 
come back for more. The film 
was made for S. Presbury & Co. 
Ltd., who have handled the 
Aspro account for many years. 


* * * 


he The Shoemaker and The 
Hatter, E.C.A. have spon- 
sored a simple, non-technical 
treatise on Europe’s economic 
ills. The thesis of this film is 
that high tariffs will ruin equally 
the shoemaker who invests his 
capital in modern mass produr- 
tion machinery for turning out 
good cheap shoes, and the hatter 
who believes that high tariffs will 
enable him to extort a fancy 
price for his article, because of 
its scarcity. 

Far from being a sombre film, 
it is really most entertaining. The 
credit for this again goes to Halas 
& Batchelor, who make their 
drawings convey volumes. The 
particular merit of this film is, 
that at its own level it enters a 
plea for common sense and 
Straight thinking. E.C.A. have 
been at some pains to preserve a 
neutrality amidst the raging 
torrents of economic controversy, 
with the result that no European 
audience will be able to level a 
finger at any point in the film and 
see only their own reflection. The 
one blemish in this 15-minute film 
is an unnecessary, verbose com- 
mentary — the short sentence 
would have served the film's 
needs better, and the effect 
would have been less Utopian. 
But as it stands, it merits and will 
surely get an audience in cinemas, 
schools, and factory canteens. 


* * * 
NE can only assume from 


Wake Up And Live that 
cur Transport Executive did not 


“The Lighter Trail” 


walk and maintain our railway 
lines, before they were raised to 
their administrative armchairs. 
Had they done so, they would 
never have allowed the note of 
condescension in the commenta- 
tor’s voice, neither would they 
have approved the didactic script. 

“Wake Up And Live” is a 
safety first fim for plate-layers. 
It illustrates the all too common 
accident, which can and does 
arise out of a lapse in common 
sense, and absent-mindedness, The 
film itself is admirably to the 
point—a good example of the 
“how to” instructional. The 
accompanying commentary would 
have been nearer scoring a bull’s 
eye with its intended audience, 
had it been delivered by a less 
refined voice — some down- 
to-earth epit 

The film, penile time 15 
minutes, was produced by Rayant 
Pictures Ltd. 


* * * 


HE Watchmakers of Switzer- 

land, an association of lead- 
ing manufacturers, mean busi- 
ness. For the next two years, 
they are to conduct a near world- 
wide campaign by Press and film 
to make jewellers “Swiss move- 
ment conscious.” 

Two films, Repair For Profit 
and Selling Up, have been speci- 
ally made by R.K.O. Pathe of 
America. Judging by the con- 
tents of these two hard-hitting 
films, there are many jewellers 
and watch repairers, whose ideas 
on service and salesmanship, 
need a thorough Spring cleaning. 
“Repair For Profit” introduces to 
the trade the encyclopaedia on 
spare parts, which the Watch- 
niakers of Switzerland have com- 
piled for easy reference and 
quick ordering. The moral is, 
that a saving in time in carrying 
out repairs not only increases 
profits, but gives satisfaction to 
the customer, and opens the door 
to future sales. 

“Selling Up” is a lesson in 
attractive window displays com- 
bined with demonstrations of the 
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WHOever you are 


WHATever your product 
WHEREver your markets lie. 


GUILD FILMS CAN SERVE YOU 


as the 


(a 


Bakelite Ltd. 

Crookes Laboratories Ltd. 
Imperial Chemical Industries Ltd. 
Southalls (Birmingham) Ltd. 


Pooh 


Chiswick Products Ltd. 
Chivers & Sons Ltd. 

Cow & Gate Lid. 

Mars Ltd. 

Nestle’s Milk Products Lid. 
Oxo Ltd. 

W. Symington & Co. Ltd. 
Tate & Lyle Ltd. 


{aks 


Admiralty eater of 
Naval Trrining) 
Air Ministry. 
Army Kinema Corpo ation. 
British Electrical Development 
Association, 
British Iron & Steel Federation. 
Central Office of Information. 
Coal Utilisation Joint Council. 
Conservative & Unionist films 
Association, 
The Cotton Board. 
The Gas Council. 
International Tea Market 
Expansion Board. 
London County Council. 
National Coal Board. 
News Chronicle. 
Rugby Football: 
Four Home Unions. 


y are serving:— 


te 


Anglo-Iranian Oil Co. Ltd. 
Esso Petroleum Company Ltd. 
Shell-Mex & B. P. Lid. 
Vacuum Oil Company Ltd. 


Automobile Association. 
B.S.A. Cycles Ltd. 

Daimler Ltd. 

De Havilland Aircraft Co. Ltd. 
Harry Ferguson Ltd. 

Ford Motor Company Lid. 
Rolls-Royce Limited 

The Rootes Group 


Allied Ironfounders Ltd. 

Babcock & Wilcox Ltd. 

British Thomson-Houston Co. Ltd 

British United Shoe Machinery 
Co. Ltd. 

Brush/Aboe Group. 

Courtaulds Ltd. 

Thomas De La Rue & Co. Ltd. 

Dunlop Rubber Co. Ltd. 

Gestetner Ltd. 

Hoover Ltd. 

Imperial Typewriter Co. Ltd. 

Indian Jute Mills Association. 

Irish Linen Guild. 

Joseph Lucas Ltd. 

Linotype and Machinery Ltd. 

Peglers Ltd. 

Pilkington Brothers Ltd. 

Richard Thomas & Baldwins Ltd. 

The Quasi-Arc Co. Ltd. 


The Marshall Plan (£.C.A.: Mission to the United Kingdom) 


THE FILM PRODUCERS GUILD LTD. 


Verity Films t td. 

Production 

Greenpark Produ os Ltd. 

duction 

Publicity | \!ms L = 
Production and | 


Merton Park Studios Led. 
Production and Studios 


Technical & Scientific Films Ltd. 
Production 


W. M. Larkins & Co. Ltd. 
Cartoon, Puppet and diagram animation 


Sound -Services Led. 


Mobile Distribu: + 


vnent sales and service: Library service 


ee 


= 


GUILD HOUSE - UP’! ST. MARTIN'S LANE - W.C.2, TEM. $420 
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_ FOR OIL COLOURS 
WATER COLOURS 
- POSTER COLOURS 


CEORGE ROWNEY & CO LTD 


10 PERCY STREET * LONDON * WI 


SILK SCREEN ARTS L™® 
97 SHIRLEY ROAD.CROYDON 
AODISCOMBE 8147-6 


HIGHEST GRADE SPEEDY SERVICE 
CLEAN & SHARP EXPRESS £4 
CRAFTSMANSHIP DELIVERY 


**DAY-GLO”? PRINTERS 


RENART 


STUDIO LTD 


EALING 3362 
» 4644 
7121 


SCREEN PRINTING 


consult the experts 


< 
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POINT OF SALE 


advertising 


%e SHOWCARDS ¥& SIGNS ¥ DISPLAY 
STANDS IN METAL, WOOD AND 
PLASTIC «ye METAL PRODUCTS 

%& ILLUMINATED SIGNS 


ACME stowcarp & SIGN CO., LTD. 
Paragon Works, Enfield, Middx. 
Tel : Howard 165! Est. over half o century 


80,000 Readers 


see the Bolton Standard every 
week, in one of the principal 
industrial towns in the country. 
Get the weekly technique. A 
weekly is kept for a week. A 
weekly advertisement gives your 
product a permanent place in 
each home. 


8s. per single column inch 
BOLTON STANDARD 


Bolton's Best Weekly Advertising Medium 


EXHIBITION STANDS 
~ DISPLAYS 


SERVICING 
SILK’ SCREEN PRINTING 


MERCURY 


245 VAUXHALL BRIDGE ROAD 
LONDON S.W.1! - TEL. VIC 0912-3 
Ww oRKS——___—__ FULHAM 


il dialled 


ROTAPRINT & MULTILITH USERS 

We offer you a speedy Photo-Litho service 

that is second to none... . Our speed is 
your asset. 

For QUALITY and RELIABILITY 
*Phone Shoreditch 3942 
VARILITH SERVICES LIMITED 
3 Academy Buildings, Fanshaw Street, N.1 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. BOBINSON 

STUDIOS, LIMITED 

72a Plough Rd., Battersea, S.W.1I 
Tel. Nos, Battersea 5300 & 4886 


HENDON 
BILLPOSTING 
COMPANY 


ADO INC TON Olga)? 


37 SPRING STREET w.2. 


Review of New Film Productions—continued. 
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right and wrong approach to sell- 
ing a watch. It is both amusing 
and pointed. There has been a 
downward trend in the sales of 
good Swiss watches, partly be- 
cause an ignorant public has not 
been instructed in the way to 
recognise quality from dross. 
These films, running times 35 
minutes and 15 minutes respec- 
tively, should help to redress this 
state of affairs. The campaign is 
being handled by Foote, Cone & 
Belding Ltd. throughout the 
world. 


* * 
ESTETNER LTD. have not 
managed to avoid an error 

committed by many firms on their 

first venture jnto sponsored films. 

They are justly proud of the 

origins of their firm, the essen- 

tial service that their machines 
perform in the commercial world, 
their salesmen and maintenance 
staff, the scroll of employees with 
twenty and more years of service 
to the firm, and the skilled hands 
who build the machines to build 
the duplicators. Each in itself is 
3 good film story, worthy of a 
film to itself; but thrown in to- 
gether, it becomes a Paul Jones 
in which the reluctant dancer 
wonders when the music is going 
to stop. More's the pity, because 
Good Impressions is a well-made 
film technically. Its primary pur- 
pose is to sell duplicators here 
and overseas. The selling parts 
of the film are based on the 
sound principles of _ selling 


through demonstration. It does 
not, however, take a demon- 
strator 29 minutes to perform this 
act in everyday life, and if it 
coes, a film demonstration should 
certainly take up less of the 
customers’ time. A_ pair of 
scissors would make “Good 
Impressions” better. 
* * * 


ROM the early stone lamp 

to neon lighting, man has 
struggled for better means of 
illumination. Out Of The Dark 
is both an historical and scientific 
account of his mastery over the 
sources of light, commentated 
upon with authority, simplicity, 
and dignity by Dr. Arthur Bryant 
and Professor E. N. da C. 
Andrade. Historical films depend 
for success upon the smooth and 
apparently logical development 
of discovery, upon the verisimili- 
tude of atmosphere and deport- 
ment. “Out Of The Dark,” 
made by Merton Park Studios 
and directed by John Durst for 
the Electrical Development Asso- 
ciation, succeeds in its broad 
educational mission in combining 
pictorial artistry with historical 
entertainment. 

A second E.D.A. film entitled 
Electric Water Heating and also 
made by Merton Park Studios, 
has been designed for all who are 
concerned with installing hot 
water systems in houses. It is 
specialised knowledge delivered 
with a sugared pill, and to all 
‘except the orthodox pedagogue, 
the more palatable. 


Film ‘Editor 


What sort of pull does the ad- 
vertiser get with the public, 
through a contest organised in co- 
operation with cinemas? 

Andrew Neatrour, sales promo- 
tion manager, A.B.C. Theatres, 
went some way to supply the 
answer when he told me: “Out 
of one million entry forms distri- 
buted in the foyers of our 
cinemas, 400,000 will be returned 
as completed entries.” 

This figure has been deduced 
after analysing the results of the 
Wisk Talent Contest, Thomas 
Hedley’s Singing Contest, “The 
Dancing Years”  Holiday-at- 
Brighton Contest, and “The 
Dancing Years” Treasure Hunt, 
which had the backing of 21 
firms. 

But the 400,000 only scratches 
the surface of the public reached, 
thought Mr. Neatrour. Those 
who do not enter are still made 
aware of the contest by (a) the 


trailer announcing the coming 
contest, (b) running the heats of 
a competition on the stage of the 
cinema, (c) trailer announcing the 
winners’ names. 

And those, who do not go to 
the cinema are again covered by 
local advertising. posters, and 
entry forms, which can be taken 


Writes... 


from the foyer without paying 
for admission. 
* * * 

Mr. Napier Bell, the producer 
of the Festival film, “Forward A 
Century” tells me, that the most 
valuable source of historical, 
pictorial material for that film, 
was culled from the pages of the 
London Illustrated News. 

* * 

“On National Service,” the 
National Savings film, was shot 
at Catterick Army Camp. The 
leading parts were played by 
Edward Judd and Robert Howes: 
the rest of the cast by genuine 
soldiers. 

Sequel to the film: Edward 
and Robert received their call-up 
papers a few weeks after shoot- 
ing. Postings were to the film’s 
location—Catterick Camp. 

- * * 

Gerard Holdsworth Ltd. have 
been appointed the British repre- 
sentatives for the following Con- 
tinental advertising film contrac- 
tors: Belgique Cine Publicite, 
Brussels; Gutenberghus Reklame 
Film, Copenhagen; William 
Wilkens, Werbung G.m.b.H., 


Hamburg; N. V. Cefima-Film, 
Amsterdam; AB Starfilm, Stock- 
holm; and Central-Film, Zurich. 
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ADVERTISER'S 


If you'd rather nobody knew what you were doing, 
then yours is the sort of business we can’t help. Our ‘signature’ 
papers, for instance, would be no use to you, because they get people 
known . . . quietly, insistently, widely. A signature paper is an 
individual box paper, designed and printed by us, which carries 
your name or monogram or trade mark or slogan. Symbols ex- 
pressing confidence in your products and identifying them in the 
long journey from factory through wholesaler to retailer and at 
the point of sale. 

Apart from the initial cost of printing and/or embossing rollers 
prices are on the same basis as for stock ranges. 


SANDERSON 


make 


Signature papers 


§2/53,. BERNERS STREET, LONDON, W.) 
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Sugar For The Reader’s Pill 


Hoe much sugar should 
there be in a _ house 
organ? What proportion of 
simple entertainment is neces- 
sary to carry the material 
which has a severely practical 
objective? 

Very few companies run a 
house organ merely to be plea- 
sant to people, whether they be 
customers or employees. These 
is usually a serious purpose. It 
may be intended to keep dealers 
informed on technical matters, 
or to assist maintenance service 
operators, or to _ stimulate 
workers. The point is, how 
much sugar is necessary to 
sweeten the pill? 

It is a useful exercise to 
analyse contemporary publica- 
tions to find out how other 
editors solve the problem. A 
definite solution there must be. 
A casual attitude can result in a 
pappy policy. . 

Each editor has to find his own 
solution in terms of his own 
readership. An analysis of a 
number of journals shows a wide 
difference in practice. 

Clearly a staff magazine can 
carry, perhaps ‘should carry, 
more light-hearted material than 
a customer journal. But in both 
cases it is useful to consider what 
kind of daily and Sunday papers 
are read by one’s readers. If 
one concludes that most of them 
read, say, the Sunday Pictorial 
the house journal will be very 
different from one produced for 
people who normally read The 
Observer. 

1 have selected twelve custo- 
mer journals and sixteen staff 
journals, all of them published 
by well known businesses and 
produced to a high standard. | 
have broken down their contents 
under three heads: practical, 
news and entertainment. The 
first includes all articles calcu- 
lated to produce an_ effect 
directly beneficial to the sponsor. 
The last covers stories, general 
articles, jokes, recipes, beauty 
hints, competitions and similar 
material. 

Taking all twelve customer 
journals together, 49 per cent of 
the contents comprised practical 
articles dealing with the product, 
the servicing of the product or 
the use of the product. Of the 
remainder, 23 per cent was news 
and 28 per cent general material. 
But there was a wide discrepancy 
between the individual figures. 
In one case 93 per cent of the 
contents consisted of severely 
practical engineering articles and 
7 per cent news. There was no 
general material at all. At the 


“But how much?” asks BRIAN 
HILTON in this month's Spotlight 


other extreme was an outstand- 
ingly successful journal which 
contained only general articles in 
which the sponsor’s name was 
never mentioned, though the 
articles have some relationship to 
the sponsor's industry. 

In only one case did the news 
Pages outnumber the practical 
articles, which suggests that 
whether readers want sugar or 
not they prefer information 
about the product to information 
about the people who make and 
sell the product. 

Turning to the analysis of the 
sixteen staff magazines one was 
not surprised to find that the 
number of news pages was 63 
per cent of the total. Practical 
articles and general material 
shared the balance almost 
equally at 18 per cent and 19 per 
cent respectively. In one cas2 
general material outweighed 
news, and there were no practical 
articles at all. This, however, 
was exceptional. Bearing in 
mind that this one case helped to 
boost the 19 per cent of general 
material in the total figures, the 
amount of general material was 
not as large as one expected to 
find it. On the other hand, only 
five sponsors, or less than one 
third of them, took as much as 
20 per cent of the space for 
articles to inform or stimulate 
their workers. 

These analyses are, of course, 
superficial. Their purpose is not 
so much to present conclusions 
as to focus attention on the 
necessity for considered planning 
of the editorial balance. 


* * * 


THE JOURNALS examined 
were :—Customer journals: Tim- 
ken Times, Shell Magazine, 
Power to Spare (Oldham bat- 
teries), The A.C.V. Gazette, 
Transportation (Goodyear), Ley- 
land Journal, Dexion News, 
Shorts Quarterly Review, Hawker 
Siddeley Review, Rope Talks, 
Revs (Royal Enfield), Murphy 
News. 

Staff journals: Teamwork 
(Nuffield), The Digger (Ruston- 
Bucyrus), The Delco News, 
Guinness Time, Contact (New- 
forge), Inner Ring (S.K.F.), Port 
Sunlight News, Emgas (East Mid- 
lands Gas), The Jarrold Maga- 
zine, Wall’s Magazine, Frigidaire 
Bulletin, Electrolux News, Mars 
Magazine, National Post 
(National Cash Register), The 
Viyella Standard. 
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is really smart work,” 
Jones said, 4 
holding up some artwork, 
“ But the lettering we must show 
Where we think that it should go, 
And be quite red 
= ee yuh, if be men and women who read 
Should the client disapprove it.” . THE SCOTSMAN comprise the 
nciine ro classes who buy only the best as a 
uickly, someone, spare groans, . 
Qu ennin Meteienta tee bene. matter of course. Advertisers of 
Show him lettering done this way. products and services which are 
Superimposed on overlay. above the average in quality appre- 
Move it this way, move it that, i OE . . ° . ° 
Gi ccdecgn dgelitinan. aguciZ ciate this, which is why their 


advertisements are prominent in 
You'll save artwork, 


time and face, / — 


Making use of Kodatrace. 
A KODAK PRODUCT 


sy, - | SCOTLAND’S NATIONAL NEWSPAPER 
Kodatrace :: 


North Bridge 63, Fleet Street 
THE MODERN TRACING FILM EDINBURGH LONDON, E.C.4 
Supplied in 30° and 40” widths in rolls of 20 yards = 
‘and half rolls of 10 yards. ee 
Sele Diseribtiors: W.C,SCeM UMMM” 


CRAVEN HOUSE, 121 KINGSWAY, LONDON, W.C.2. Tel: 
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WHEN 
FLUORESCENT COLOURS 
ARE REQUIRED 
specify 


SP bb bITS” 


Screen and Water Soluble 
Brush types available 


The new 
all-purpose 
Process 

White 


WHICH PHOTOGRAPHS 
ITS TRUE VALUE 


HO+O4+ OC O+O+O4+O+ OO 


First in the field with Chinese White 117 years ago, Winsor & Newton 
are now proud to announce ALBALIN, the newest, finest white 
obtainable today for every kind of process work. Intensely brilliant 
and with an opacity previously associated only with lead whites, 
ALBALIN represents everything you've wanted and waited for so long. 
It photographs its true value and its high degree of obliterative power 
ermits thinner application, which means quicker drying and economy. 
& free flowing qualities make it ideal for use with brush, ruling pen 
and air-gun. It does not crack or chip. Finally, notwithstanding that 
it is the finest process white you can buy, ALBALIN costs no more. 


Ideal for Outside and Indoor Display. 


* 


Shade cards, prices, etc., enquire :— 


CHEKMIAN SILKS LTD 
45, POLAND STREET, MANCHESTER, 4 
Phone: Collyhurst 2565 


Prices are: — 

4-oz. (1. cap.) Glass pots - ~ 10d. each 
l-oz. G@fl.cap) » » ° 1s. 4d. each 
4b. (4 o. ft. cap) Glass pots 3s. 6d. each 
1-41b. (8 oz. fl. cad.) wow 6s. Od. each 


Winsor & Newton Lid., Wealdstone, Middx. Also at New York & Sydney, N.S.W 
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VEN if one did not know 

that Phillip Boydell, new 
president of the Advertising 
Creative Circle, was a lover of 
art, one could easily guess as 
much by visiting his room at the 
top of the London Press Exchange 
building. On one wall is a fine 
Monet print; on the second a Van 
Gogh. On the third is a charming 
original, a snow scene called “The 
Mulberry Tree,” which I rightly 
divined to be his own work. 

Art has always been Boydell’s 
career. He studied it; taught it; was 
a free-lance industrial and com- 
mercial artist; joined L.P.E. a 
quarter of a century ago as art 
manager; and is now director of its 
subsidiary, Publicity Arts. 

Education has always been his 
main interest in the Advertising 
Creative Circle. He evolved the 
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ainly Perdsonal— 


plan for the scholarship based on 
Edward Hulton’s munificent gift of 
£5,000, and is now thinking up new 
financial resources to carry on the 
good work. He played a leading 
part in the A.C.C.’s holiday train- 
ing scheme that enables London 
students to spend part of their holi- 
day period in agencies. And he has 
written the informative booklet 
which the students of the L.C.C. 
Camberwell School of Art are pro- 
ducing and which will in time be 
widely distributed to students and 
others. 
* * * 


SEVEN YEARS ago, ADVERTISER'S 
WEEKLY gave a well-deserved boost 
to a young man named Kenneth 
Baxendale who, although only 17, 
was beginning to attract some atten- 
tion as a commercial artist. He was 
among the prize-winners in an all- 
England competition for a poster 
for the Stalingrad Hospital appeal. 

Kenneth, now a retoucher at 
Irwin Studios, has written to thank 
this journal for “the start in life 
which you gave me.” 

What particularly pleases me is 
that, having acquired much useful 
agency and studio experience, he is 
passing it on. He is a voluntary 
instructor in commercial art and 
process reproduction to boys 
between 12 and 18 at a Coulsdon 
club belonging to the National 
Association of Boys Clubs. As a 
result three boys have found jobs 
as commercial artists. 

Well done! 1 hope Kenneth 


4 
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* ADVERTISING MANAGER’S CORNER 


Heard this one? 


Even the best story falls flat if your audience 
has heard it before. 
twice makes you a bore in private life but it 


Telling the same story 


can make you a bankrupt if you are in business. 


You can’t hope to attract your customer unless 


you can show him something new, and keep 


following it up with something newer. And if 


you think it can’t be done in your line of busi- 


ness, then it’s high time you called in Harris. 


distinctive showcards, clever cut - outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W.| 
Tel : REG 3295-4 


achieves his ambition to become a 
visualiser or studio manager. 


* * a 

THE EPIC tour made by Alan 
Hess, when, last year, he took an 
Austin A40 sports car round the 
world in 21 days, is a matter of 
motoring history. He has now told 
the story for posterity, for it forms 
part, though only a part, of his 
book Wheels Round the World, just 
published by Newman Neame Ltd. 

The major story that provides his 
theme is that of a series of expedi- 
tions, twelve in all, that since 1902 
have brought home to the public 
throughout the world the practical 
possibilities of motor transport. 
Hess has done his job well, and has 
written an exciting book that every 
motorist ought to read. His descrip- 
tion of the planning and execution 
of his own adventurous project 
makes a thrilling climax. 

Publication of Wings Round the 
World was marked by a champagne 
party at Brown's Hotel, given by the 
publishers, when journalists met the 
author and Mrs. Hess, and also 
George Bass, brilliant young artist 
who has illustrated the book so 
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Advertising Creative 
Circle’s new ¢presi- 
dent: Seed planted 
7 years ago bears 
fruit: Round the 
world in 21 days by 
Alan Hess: Jack 
Dawe returns to film- 
making. 


By CONTACT 


Bernard Shaw. Charlie Stokes, who 
recently retired after 40 years with 
the Canadian Pacific Railway, told 
the Pyblicity Club of London, that 
once, when G.B.S. was on a 
C.P.R, ship, he was asked whether 
he minded having his photograph 
taken. 

“Not at all,” replied the Great 
Man, “provided they put it in the 
paper. 

= e * 


RETURNING to film production 1s 
Jack Dawe. He has relinquished his 
post as publicity director to Grand 
National Pictures, in order to make 
“programme pictures with circuit 
appeal” in association with Darcy 
Conyers, who last year made 
“Ha'penny Breeze.” 

Dawe entered journalism in 1924 


Some of the students at Burton Manor, where Liverpool Publicity Asso- 
ciation held a week end course in advertising. 


delightfully. Bass, in fact, was 
quite a co-star, for examples of his 
work were displayed round the 
room, and much admired. Out- 
Standing, in my view, were some 
bold, characterful drawings that I 
took to be in pencil until I dis- 
closed my ignorance to Mrs. Bass, 
who explained that her husband 
uses a Flowmaster pen. With this 
instrument, she told me, an artist 
must be a perfect draughtsman, for 
the impressions he makes cannot be 
rubbed out! 


* * x 
PUBLICITY material can be un- 
expectedly versatile. I hear from 
John Batten, of Watney, Combe, 
Reid, that the fighting men in Korea 
have found that the miniature red 
barrels (each bearing a number) 
issued by his firm are extremely use- 
ful, when placed in a “tin hat,” for 
drawing lots on extra rations, odd 
smokes, and anything else that can t 
be settled by agreement. 

May the day be soon when we 
really roll out the barrel for these 


lads! 
* * * 


THERE WAS no _§anti-publicity 
mock-modesty nonsense about 


as a reporter in D. C. Thomson's 
London office. In 1938 he joined 
the script department of Publicity 
Films, at Merton Park Studios. 
Apart from numerous film scripts, 
he is the author of a play based on 
the life of Grace Darling and pro- 
duced at the “Q” Theatre in 1939, 
and a novel, “Crime Takes Wings.” 


WEEKS WISECRACK 


“I’m not suggesting any- 
thing, Carruthers — I’m 
just saying I admire the 
Cabinet for taking a cut 
in their salaries.” 
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EXHIBIT 
at the 


Chicago 


INTERNATIONAL TRADE FAIR 
MARCH 22 - APRIL 6, 1952 


Plan now to exhibit at this gigantic fair in the heart of America’s 
rich dollar market .. . attended in 1950 by 25,000 buyers, exhibitors 
from 44 nations. See your nearest American Consulate or write 
for details to 


A. P. WALES 
Representative for the United Kingdom 
Chicago International Trade [Fair 


London Office: 
12 St. George Street 
Hanover Square, London, W.! 
Telephone : MAYfair 4710 
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Thousands have. The waters | 
from the hot springs of Bath Spa 
have been used for medical treat- 
ment since before the days of the 
Romans. Great hospitals have 
been built in Bath to treat 
rheumatic cases and dispense 
these waters—giving steady em- 
ployment to many of the city’s 
inhabitants. 

Bath is a city for health .. . 
healthy people, healthy industries 
and a healthy mixture of every 
kind of buyer. Here is a perfect 
testing ground for every market- 
ing scheme. 

And The Bath and Wilts 
Chronicle and Herald with a 
nightly circulation of 36,000—14 
copies for every house in the city 
—gives you positive ‘blanket’ 
coverage of this compact market 
—for 9/- per s.c.i, you can try out 
your product on a cross-section 
of every kind of English buyer 
from income group A to group E. 
You're selling to Britain in miniature 
if you're selling to Bath — through 


the BATH & WILTS CHRONICLE 
& HERALD. 


_ The ONLY evening paper printed 
and published in Somerset. Get full 
details from: The Advertisement Manager, 


134 Fleet Street, London, E.C.4, 
Telephone: Central 2767. 
GLOVERS 


19722 
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CURRENT 


ADVERTISING 


Record Scheme 
For Newmark 


Watches 


The biggest campaign ever staged 
for Newmark watches will start at 
the end of this month. Half-pages 
have been booked in Daily Express, 
Daily Herald and Star. Large spaces 
are also being taken in other 
national dailies and London even- 
ings, and in provincials and weekly 
magazines. 

A full-colour filmlet will be shown 
at over 800 cinemas throughout the 
country. 

Theme of the campaign will be 
“Good time can be had by all this 
Christmas” and the Advertisements 
will suggest that Newmark watches 
will make good gifts. Everetts 
Ad wer ys Ltd. Fe the ee 


ACCOUNTS MOVING 


Tait Get Lighter 


Account 


John Tait & Partners Ltd. have 
taken over the advertising for the 
Bedford lighter, manufactured by 
the Bedford Metal Co. National 
dailies and provincials will be used 
for a Christmas campaign. 

* * * 


Advertising for A. Dickinson 
(Printers) Ltd. is now being handled 
by the Liverpool office of S. C. 
Peacock Ltd. who are planning a 
nationak Press and a direct mail 
campai 

* * 


Allders Ltd., the Croydon store. 
have appointed Brian Dornton Duff 
to handle their advertising. 

* * * 


Samson Clark & Co., Lid., have 
been appointed for Corot Lid. of 
Bond Street. A_ national campaign 
will ve seamched i, January. 

* 


Dents MacDonald (Advertising) 
Ltd. are preparing a campaign for 
The Vulcan Foundry Ltd. 

* * * 


The Leicester office of Gee 
Advertising Ltd. have been ap- 
pointed agents to I. B. Martin Ltd. 
A —_—-- is — prepared. 

* 


Corben Aévetidng Ltd. are to 
handle the advertising in Great 
Britain for Establissment Neiman. 
one of the leading manufacturers of 
motor cycle accessories in France. 
Technical journals will be used. 

* * * 


Wilson Advertising Ltd. (Man- 
chester) are placing in trade jour- 
nals for two new clients—W. & FE. 
Friedland Ltd., electrical manufac- 
turers, and J. Martin & Sons Ltd., 
engravers. 

* * * 

Fullers Earth Union Ltd. have 
appointed Clifford Martin Ltd. as 
their agents. 


* * 
NEW CAMPAIGNS 
First advertisements for a 


new 
prestige campaign by The David 
Brown Companies now appear- 
ing in national dailics and class 
magazines. Media to be used in- 
clude The Times, Evening Standard, 
Illustrated London News, Punch 


and Time. The campaign is designed 
to publicise the mani{old activities 
of the organisation which produces 


Aston Martin and Lagonda cars, 

David Brown tractors and a wide 

range of machine and precision 

tools, gears and castings. The cam- 

paign is handled by Dudley Turner 
incent Lt 


* * * 
Donald MacDonald (Advertising) 
Ltd. are placing in the drapery and 
textile media for Wellington Knitted 
Fabrics Ltd. 
ag 


* * 
Cc. T. Brock & Co. (Crystal 
Palace) Fireworks Ltd. had an 
unusual half-page in last weck’s 


Eagle. Instead of advertising fire- 
works for the fifth, the ad. told the 
story of how Brocks contribute by 
manufacturing distress rockets to 
life-saving at sea. Samson Clark 
& Co., Ltd., handle the account. 

* * * 


New departure for Ilford Ltd. is 
the featuring of photographic 
accessories in their Christmas ad- 
vertising. National dailies and Sun- 
days, Radio Times, Picture Post, 
Illustrated, John Bull and Every- 
body's will be used. 

Burglary is the theme of new 
Chubb lock advertisements. National 
dailies and Sundays, provincials, 
class magazines, trade and profes- 
sional Press are being used. 

A campaign tying up with over 
30 of their large provincial branches 
has been prepared for Boots. In 
addition to an extensive list of pro- 
vincials, national dailies and Sun- 
days, London evenings, Radio Times 
and Punch are being used. 

All three accounts are handled 
by sai Ye Ss ae. 


hele & aie Ltd. are carrying 
out a new campaign in selected 
papers and periodicals for Bubble- 
washer, a washing device marketed 
by the Overseas Engineering Co. 
* * * 


“Cream for Christmas” is the 
theme of advertisements for Rosells 
syntheti¢e cream powder, made by 
L. E. Pritchitt & Co., Ltd., which 
will appear in Radio Times and the 
national Press. Trade advertisements 
are now running. Agents are R. F. 
White & Son Ltd. 

* * * 


National dailies and Sundays, 
London evenings, class magazines, 
tiade and technical Press are being 
used in a winter campaign for 
Smiths Bluecol anti-freeze. Agents 
are Masius & Fergusson Ltd. 

* ” * 


Winsor & Newton Ltd., manufac- 
turers of artists’ materials, are 
renewing in artists and educational 
publications. Friary; Holroyd & 
Healy’s Breweries Ltd. are renew- 
ing in local Surrey mewspapers. 
Agents for both accounts are T. B. 
Browne Ltd. 

* 


* ~ 
ACCOUNTS _RELINQUISHED 


Scott-Turner & Associates Ltd. 
have relinquished the account of 
Simon Stadler Ltd. 

oe 


* 
PUBLIC RELATIONS 
ACCOUNT 


Voice & Vision Ltd. have been 
appointed by Cadbury Bros. Ltd. 
to run a special promotion and 
public relations campaign for drink- 
ing chocolate. 


Cowlishaw & Lawrence (Adver- 
tising) Ltd., have been appointed 
contractors by H.M. Stationery 
Office for the placing of commercial 
advertisements in the Nautical 
Almanac 1953. 
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Legal and 


Gazette 
New Companies 


Talkaverts (Sales) Ltd., 3 G 
Road, Ilford, Essex. Advertising and 
publicity agents. Nominal cagnal: £100. 
Directors: Mrs. B. Louvain and J. B. 

Publishers, 

: £100. Sub- 

sey, W. F. Parcell 
18 


Regent Agency Ltd. 
Maddox Street, W.1. Nominal capital: 
— Directors: J. B. Rubens, A. A. 

cott 

wt™ above-mentioned particulars Po. 


taken from the Dally seiner complied 
by Jordan and 


Weeitration Avent, Lis (Chancery 
Losdos, W. 


sc : 3. 
and R. A. Lucas. 


CREDITORS’ MEETINGS 
The first meeting of creditors of Elsie 
Gertrude Beaumont, of 60 Bradford 
Road, Dewsbury, housekeeper, carrying 
on business as Dewsbury Publicity 
Service, was held at the Official Receiver’s 
Office, Bradford. The debtor's statement 
of affairs showed liabilities expected to 
—_ for dividend £1,498 15s. 4d., net 
ssets £182 19s. 1d., deficiency 
iL. 315 16s. 3d. The —_ was left in 
the hands of the Official er. 
A.E.A. ADVERTISING Lp. 52 
Gloucester Place, London, W.1, formerly 
of 18 Charing Cross Road, London, 
W.C.2, advertising agents and contractors. 
First meecing of creditors November 9 
seo House, 346 Strand, 


Tue Rye House eae J is. 
Lane, Fetter Lane 

printers and 2 Uw, 
of creditors November 9 at 
House, 346 Strand, London, W. 


INTENDED DIVIDEND 
Davip Finpiay and James seman 

lately carrying on business in co-pa: 
ship under the style of Northern 
Printing Co,” at 183 Oxford Road, 
Manchester, and under the style of the 
North Cheshire Courier, at 397 Stockport 
Road, Timperley, 
publishers. No. 44 of 1950. 
November 13 to Arthur rene Eaves, 

47 Mosley Street, Manc 2. 
Rosert Joun Marrinas one, trad- 
ing as “* 


to Augustus Granville White, 73 Cheap- 
side, London, ‘4 


WILLS 
BerTRaM FOTHERGILL CROSFIELD, of 
Witheridge, Beaconsfield, Bucks, formerly 
vice-chairman and managing director of 
lk News hry Ltd., a of 4 
Star Ne pape Co 
£49, 382 Its. “Sa AL £45, 384 ih a 
net. (Duty paid £10,508). 


COMMANDER HENRY SAMUEL HOMER- 
SHAM ELtts, R.N. retired, of Little 
Gardens, West Street, Se Sussex 


founder chairman of the Publicity Club 
of London, left £6,887 10s. id. gross, 
£4.997 Ils. 7d. net. 

Harry Tom Hamson, of 43 Walford 
Road. Uxbridge, Middlesex, editor of the 
Middlesex Advertiser for over a years, 
a £813 18s. 10d. gross, £780 6s. 10d. 


so HENRY Hoare, ot 4 Wood- 
vile Road, Newport n., director 
and managing =, of the ‘South pA 


Argus, ieft 
£8,705 11s. 10d. net. (Duty paid Bs. 


CHANGES OF a 
BritishContinental Trade Ltd., 
(advertising and circulation = 
to 222 Strand, f ok & 
publishers of 
_—— iia Anerley 


Bureau, 
Bulletin, w 
Road, 20. 


Talking Tour 


Business associations throughout 
the country are being addressed by 
J. Golley, advertisement director of 
Future, on “Publishing for the Busi- 
ness Executive” as part of a promo- 
tion campaign for Future and 
Adprint services. The meetings are 
being arranged by E. Dacre Lacy, 
recently appointed publicity mana- 
ger of Adprint Ltd. 
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Of the 111 listed’ 


manufacturers of all grades 
B of women’s outerwear 


46 


advertised their high-grade 
y models in The TATLER! 


In addition, of the 43 listed” retail drapery 


and gan stores in the London area 


.” The Tatler regularly ! The 


23 are ‘ ‘in 
Tatler SELLS—that's why they use it. 


Statistical Review—July 1951 
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, =RTISEMENT MANAGE 
: MAN! =R, INGRAM " 
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KET STREET (MANCHESTER edie he (TEMPLE BAR 5444) 
‘i ‘ ! 4109). e 
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THAT D. D. McLachlan, advertis- 
ing manager, Hercules Cycles, 
regularly uses a helicopter service 
between Birmingham and London. 
He is seen here leaving Elmdon 
airport with his wife and daughter. 
* - * 
THAT the Press officer at the Cycle 
and Motor Cycle Show which opens 
at Earls Court on Saturday is 
Robert Williamson. His assistant 
is — Davies. 
* * 
THAT c. . Forsyth, who defeated 
Guy hoor in the final, is winner 
of the Aldwych Club Golf Circle 
1951 knock-out competition. 
+. - * 
THAT a full report on the Inter- 
national Advertising Conference 
appears in a recent issue of the 
Spanish magazine Arte Comercial. 
* * * 
THAT the introduction of advertise- 
ments on their vehicles is one of 
the measures which Wallasey Motor 


all types of 
Postal 


We 


Bus Commitice will recommend to 
their Town Council to cut operation 
losses. 
* * 

THAT a conference of representa- 
tives of Danish, Dutch, French and 
Swedish Printing Research Institutes 
is to be held at the Patra Research 
Centre from November 26 to 25. 
Subjects include the physics of 
letterpress printing. drying of print- 
ing inks and organisation of a print- 
ing research institute. 

+ 4 ¥ 
THAT a colour transparency of 
“Longleat House” by Howard 
Symmons of Studio Graphis, has 
been chosen for reproduction as the 
jacket and frontispiece for “The 
Year's Photography 1952-53.” 

* * * 
THAT the Manchester City News 
individual bowling trophies which 
are awarded annually to the best 
bowler in Manchester Parks were 
presented by H. Geldeard, manag- 
ing director of Manchesicr Weekly 
a Ltd. 


THAT v. Neville —_ : of 
Auger & Turner Ltd., and chairman 
of Autur Display Organisation Ltd., 
has been appointed a Fellow of the 
Royal —) of _fints. 


THAT ihe A Campion, prin- 
cipal information officer of the 


WVVVVVVVVVVVVVVVY\ 


Containers and 


Strawboard backed 


Envelopes 


made specially by 


Geliot- 


Whitman 


Rodney 4560 & 6165 


ear— 


G.P.O., spoke at Regent Street 
Polytechnic last Thursday on “The 
technique of Parliamentary report- 
ing. 

7 ~ * 
THAT 6,000 cage and aviary birds 
and a collection of cold water and 
tropical fish valued at over £100,000, 
will be on show at the national 
exhibition of Cage Birds and 
Aquaria, organised by Iliffe’s Cage 
Birds and Water Life magazines, at 
Olympia on December 6, 4 and 8. 

*& a 


THAT both Biro and Citizen pens 
were featured in displays at the 
Royal Agricultural Show at Mel- 
bourne, Australia. And 

. * * 
THAT at next year’s show it is 
hoped to introduce a “Biro Bar” 
which would give an information 
service as well as act as a sales 
centre. 

* * . 
THAT Mills & Rockleys Ltd., as 
their Diss (Norfolk) office has been 
closed, now operate their outdoor 
idvertising service at Diss from 
their Norwich office. 

= * * 
THAT the Lord Mayor of Plymouth 
will open W. H. Smith & Sen’s new 
shop at 16 New George Street, 
Piymouth, on Saturday. The shop 
rcplaces one that was destroyed by 
bombing. 

* + 

THAT flat rate for the Vancouver 
Daily Province increases to 35c. per 
line agate as from January 2 next. 


After Business Hours 


‘Charles Dickens’ 


(Lyric, Hammersmith) 

It is the ambition of every actor 
to captivate and hold the attention 
of his audience—but how many 
actors are able to achieve this with- 
out support throughout a two-and-a- 
half hour performance? 

Emlyn Williams, at the Lyric, 
Hammersmith, enables an apprecia- 
tive audience to share the fullness 
and drama of passages from Charles 
Dickens immortal novels and stories. 
as he gives a solo performance of 
selected scenes. This modern ver- 
sion of the famous “Readings” by 
the novelist himself, took nearly a 
year to prepare—and was obviously 
a labour of love. Like Oliver Twist, 
Mr. Williams’ audiences long for 
more.—S.B 
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ADVERTISING 
DIARY 


» November 9, 

LiverrooL aNpD District Pus- 
LIctITy ASSOCIATION luncheon _Meet- 
ing. Geo. G. Kirkpatrick on “Soap 
and social history.” 

Pu BLICITY - as Or SHEFFIELD. 

Royal Victoria 


Pomggre 
Cc . on “* 
flies of advertising.” Grand Hotel. 
6.30 p.m 
Pe BLicITy Ctus OF  LEEDs. 
Mrs. Beatrice Warde on “Good 


PACKAGING 

(Northern area) .. Boyle and 

A uch on “Development of 
@ new product.’ 


3. 
WoMEN’S ADVERTISING CLUB OF 
LONDON dinner meeting. Speaker: 
7.30 p.m 
ADVERTISING CLUB. 
Oppenheimer on “Litho,” 
(educational lecture) 
ed y, I 

ADVERTISING 

t M. Hugh-Jones on “Advertising 
a university course.” Black 
Hall 6.30 p.m. 

British Direct Mau AbVERTIs- 
ING ASSOCIATION James iB. 
Staniland on ‘Marketing Research 

consumer goods.” Waldorf 
4.30 p.m. 

s SECTION OF THE ROYAL 
Statistical Socrery A. Anson 
and T Cauter on “Market 
Research.” 6 p.m E.L.M.A. 
Theatre, 2 Savoy Hill, W.C.2 

Thursday, November 15. 

Pusticiry CLup OF NEWCASTLE 
luncheon Speaker: Trevor 
Fenwick. 1 p.m. 

Friday, vember 16. 

Pusticiry Ctus OF WOLVER- 
HAMPTON dance. Stewponcy Hotel, 
S.ourton. 

Monday, November 1 

INSTITUTE OF Pacescina (Mid- 
land area). C. F. Lein on “*Pliofilm 
as a packaging matcrial."’ 

Pusticiry Cius oF Lonpe 
Raymond Rayner on “Speechcraft.” 
Waldorf Hotel, 6 p.m 

ovember 


Ss. AND BUCKS PuBLiciTy 
Educational lecture. Oasis 


ADVERTISING Clues. 
Bevericy Pick on “Display and 
exhibitions’’ (educational lecture) 
y, November 22. 

Braprorp PusBLiciry Associa- 
TION. W. C. Jarvis on “The man 
in management.” 

Pusticiry CLus OF SHEFFIELD. 
Joim debate with Incorporated 
Sales Managers’ Association. Gra: 
Hotel, 7.30 p.m. 


Lord Mayor’s Show 


There is no official theme for the 
Lord Mayor's Show to-morrow 
(Friday) but the approximately fifty 
exhibits will be provided mainly by 
the fighting Services, though some 
will represent Civil Defence. 

Each year the Lord Mayor has 
accepted the presidency of the 
Publicity Club of London, and it is 
hoped that he will do so again. 


TWENTY-FIVE YEARS AGO 


In November, 1926 


A publicity club of Leicester was 
in the process of being formed. 
* . + 


Annual accounts of London 
Express Newspapers Ltd. showed 
a net profit of £57,818 

* * * 

The Advertising Association 
moved into new offices at Bush 
House. 

* * 

Circulation of News of _ the 
World was just under four million. 

- * * 


Following the opening of the 
new Siar building in Bouverie 
Street the paper was enlarged to 20 
pages with wider columns and more 
pictures. 


Chief topic of discussion in Fleet 
Street was the sale by Lloyd George 
of his interest in United News- 
papers (1918) Ltd., publishers of 
the Daily Chronicle and Sunda, 
Sun. Purchasers were Sir David 
Yule and Sir Thomas Sivewright 
Catto. Lord Reading became the 
new chairman. 

. ¥* 
British Weekly celebrated its 
40th anniversary. 

* ~ * 

Roy Hardy took over Cedric 
Pearson Advertising Service. 

~ * * 

A. Wardle-Robinson resigned as 
publicity director to the Dail: 
Express and Evening Standard. 
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ADVERTISER'S WEEKLY 


Photograph by courtesy of 


BY WAY OF ILLUSTRATION Messrs. Wolsey Limited & Cecil D. Notley Advertising Limited 


Some of the excellent examples of what ILFORD H P 3 will do in the 


hands of an expert can be seen in the work of 
BERTRAM FOLLETT 
now being shown at the 


ILFORD GALLERY (Trade Showroom) 
106/107 HIGH HOLBORN, LONDON, W.C.|. 


This exhibition of advertising and magazine illustration photographs 


will be on view until 14th December, 1951, from 9.30 a.m. to 5.30 p.m, 


on all weekdays excepting Saturdays. 


ILFORD LIMITED ILFORD LONDON 
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Misleading Practices: Furnishers Warned 


articles the discount applies, and 
for what period, and the selling 
price must not be adjusted to 
allow for the discount. 

“Claims that merchandise is 
obtainable only from the retailer 
making the claim may not be 
made unless the merchandise is 
genuinely confined to that re- 
tailer. If the merchandise is 
confined to the retailer in some 
limited sense it must be made 
clear what is this limit. The word 
‘exclusive,’ unqualified, has, how- 
ever, come to have the meaning 
of high-class, unusual or tasteful, 
and may be used in this sense.” 

“Bait-advertising consists 
alluring, but insincere, offers, or 
goods displayed or advertised in 
such a manner that a prospective 
customer is denied a fair oppor- 
— to purchase.” states the 
co! 


Misleading practices listed in- 
clude: Offering in the window an 
article which is of superior quality 
to others in the department 
offered at the same or higher 
price. 

Accuracy Of Slogans 


Making difficulties about sell- 
ing an article from the window 
unless the articles available in the 
department are identical. (An 
example given is a bedroom suite 
which is placed in the window at 
a much reduced price and marked 
“sold,” there being no others 
available at that price.) 

“Slogans purporting to make 
statements of fact must be accur- 
ate,” it is urged. 

_ “When the quantity of adver- 
tised merchandise available for 


JUST OUT 
from Switzerland 
INTERNATIONAL 
POSTER ANNUAL 
1951 


400 illustrations (19 in colour) 
4to, £2 18s 6d. 


from Canada 
THIRD ANNUAL OF 
ADVERTISING AND 
EDITORIAL ART 
» 1951 
numerous illustrations 
Ato, £2 8s. 
Distributing agents 
ALEC TIRANTI LTD 
72 Charlotte Street 


London, W.1 
“Gy caplags 
[P ar 
[ Tube, Cnagete ; 
(a 
A ¢ 


sale is less than the demand that 
may reasonably be estimated for 
it, this fact must be indicated, or 
the number or quantity obtain- 
able must be stated. Conversely, 
the suggestion that quantities are 
especially low must not be in- 
accurately made as an inducement 
to purchase.” 


Hire Purchase Pitfalls 


Dealing with hire purchase, it 
is stated: “Where an article is 
Offered stating only the monthly 
or weekly instalments and no 
cash price is mentioned, then the 
instalments quoted must be 
based upon the minimum deposit 
being paid (12$ per cent), or 
alternatively the amount ‘of the 
deposit and the number of instal- 
ments necessary to complete the 
transaction, or the total sum pay- 
able, or the rates of service 
charge in calculating the hire 
purchase price, must be quoted 
in the advertisement in addition 
to the cash price. 

“Where more than one article 
is advertised and the words ‘no 
deposit’ are used, the article to 
which the ‘no deposit’ offer 
applies must be specified. Where 
credit is being offered it should 
be made clear it is a hire pur- 
chase, credit sale or open account 
transaction.” 

Referring to descriptions of 
goods, the draft code points out 
that all representations made to 
the customer verbally, on price 
tickets, in advertisements, or other- 
wise, must be framed so that they 
are not ambiguous and that the 
whole of the information required 
by these rules is brought promi- 
nently to the attention of the 
public. 

Where a description of mer- 
chandise is qualified, the qualifi- 
cation must be at least as 
prominent as the other part of 


the description. (Example: 
“Electro-plated Nickel Silver”— 
not “electro-plated nickel 
SILVER”) 


Where a description of mer- 
chandise includes the name of 
some other material which it 
simulates, no greater prominence 
may be given to this name than 
to the other part of the descrip- 
tion. (Example: “Leathercloth’— 
not “LEATHER-cloth.”) 


Significance Of Trade Names 


A general heading used as a 
description of numerous articles 
must be applicable to all articles 
listed under it, unless otherwise 
clearly stated. 

Abbreviations which are likely 
to be misunderstood may not be 
used. 


On the subject of trade names,» craft, as 


the proposed code observes: 
“Many trade names, by the force 
of long usage, have acquired a 
definite significance in the mind 
of the public as regards material 
content, method of manufacture. 
place of origin, etc. In such cir- 


cumstances great care should be 
taken to use them in accordance 
with their recognised meaning. 

“There are a number of trade 
names which imply a particular 
material content. Some trade 
names indicating material con- 
tent, however, may properly have 
different meanings as between dif- 
ferent groups of merchandise. 
(Example: ‘Lino’ must refer to 
linoleum and not to felt-base, 
etc.) 

“Some coined names, even 
though having obtained official 
sanction by being registered, 
nevertheless may be misleading 
to the public, unless suitably 
qualified. Distributors should 
beware of passing on such trade 
names without qualification, and 
the use of new trade names which 
might be misleading should be 
discouraged. 

“There are, however, a number 
of such coined names and regis- 
tered names which, by virtue of 
very long usage, do not lead to 
any misguidance. (Example is 
‘leatherette.’) 

“Names of woods indicating a 
particular geographical original, 
such as- Honduras mahogany, 
Austrian oak, Quebec birch, etc., 
should not be used unless care 
has been taken to ascertain that 
they ar® correctly so described. 

“Some place names, however, 
have lost their geographical, and 
have acquired a qualitative signi- 
ficance, and when used must be 
used in that sense.” (Example 
“Venetian blinds.”) 

The draft code explains that as 
a rule the value or attraction of 
wooden furniture lies in its sur- 
face, and trade usage and existing 
public understanding of this fact 
makes it permissible, without 
misguidance, to designate furni- 
ture by the name of the wood of 
which the surface of its “exposed 
parts” is made. It is urged that 
the word “solid” should not be 
used if the exposed parts are 
either veneered or laminated. 

When the exposed parts of a 
piece of wooden furniture are 
composed of more than one wood 


or veneer, the piece (or the suite) 
should not be described by the 
name of the principal wood 
without qualification. 

When the wood (or other 
material) of which the exposed 
parts are made is finished in imi- 
tation of another wood (or other 
material) this, fact should be 
clearly stated, 

The draft code says that the 
names of a material may be used 
to describe that material, irres- 
pective of whether it is new 
material or has been recovered 
from an article previously manu- 
factured. The words “new” and 
“new material” may be added to 
the description of the material 
content of an article which is 
composed entirely of new 
material. 


Trade Terms Defined 


Before using the names of 
manufacturing processes and 
finishes, retailers must take care 
to understand their exact signifi- 
cance, and must apply them 
accurately. (Example: the term 
“french polish” should be applied 
only to shellac polish which has 
been finished by hand.) 

After listing various trade 
terms and the circumstances in 
which they can be used without 
misrepresentation the code sug- 
gests that in order to qualify for 
the description “Antique” a piece 
must be not less than 100 years 
old, and must be we nage as 
originally made. Furniture which 
has been constructed or assembled 
from old parts must be described 
as “constructed from old wood” 
or “constructed from antique 
parts,” or some such phrase. 
Copies of antique furniture must 
not be described as “antique” 
without adequate qualification, 
such as “reproduction” or “copy.” 

The term “new model” may be 
applied only to merchandise of 
the type being currently pro- 
duced. The term “brand new” 
may be applied only to merchan- 
dise new in condition—unused 
and not shop-soiled. 


GOOD EFFORT FOR N.A.BS. 


“On Monday Next,” presented 
by the Fleet Street Players at the 
Fortune Theatre on Wednesday 
and Thursday last in aid of the 
National Advertising Benevolent 
Society, is not an easy play for 
an amateur company. 

Dominant figure is that of the 
producer, Harry Blacker, played 
with éclat by Frederick Griffin, 
the Players’ founder and director. 
Reginald Steward, as George, the 
stage carpenter, and John Chal- 
the author, clowned 
entertainingly, Ethel Catchpole 
and Margaret Puckridge were 
outstandingly competent in rather 
more serious roles, and Philip 
Arnold, as the stage manager, 
zestfully bellowed fire and brim- 
stone. Also in the cast were 


David Robinson, Joan Farbus, 
Barbara Barkwith, Joyce Gold- 


man, Gordon Clarke, Philip 
Bennett, Lawrence Allen and 
John Wilder. 

Stage manager was John 


Blagrove, assistant stage manager 
Arthur Speller, wardrobe mistress 
Jeane Griffin, box office manager, 
Carl Bedford, assistant house 
manager, Elsie Spittle. Make-up 
was provided by Max Factor. 

Speeches of thanks on behalf 
of N.A.B.S. were made on the 
first night by W. C. G. Drew, 
chairman of the Council, and on 
the second by J. L. Verrinder, 
deputising for the president, 
A. C. Duncan. Alan Sleath, the 
producer, said a few kind words 
about the Company. 
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Publications News and Notes 


Hulton’s ‘Girl’ 
Makes Debut 


Eagle’s sister paper Girl made its 
debut last week with 16 pages of 
high standard strip cartoons—mys- 
tery, historical, and educational— 
Stories and a two-page supplement 
colour portrait of Princess Elizabeth. 
page colour spaces were 
taken by B.S.A. cycles and Brock 
fireworks who, with colour car-~ 
toons, showed the history of fire- 
works “From B.C. to_ Brock.’ 
Other advertisers in this first issue 
included Hercules cycles, Hodder & 
a. ton, Windsor Stamp Co., 
Morgan & Co., Ltd., watch 
A § Philatelic Services, and 
Cadbury’s. 
* ” ” 
A 28-page Malayan supplement in 
the November 3 issue of the 
Overseas Mail carried many 
advertisements from produce mer- 
chants, factories, car dealers, rubber 
machinery manufacturers, planners 
stores, -— noone a ee 


Temple Press Ltd. are publishing 
special Show numbers of Cycling 
Motor Cyc to cover the 
1951 Cycle and Motorcycle Show 
at Earls Court. These journals will 
have separate stands at Earls Court 
to present these special issues and 
acneeiatee handbooks. 
* 7 
African and Colonial Press 
Agency have been appointed sole 
advertisement representatives for 
the non-political weekly African 
ion, Accra, and the news 
magazine, George- 
town. Present weekly printing of 
the former is 4,500 to be increased 
to 6,000 in December; advertising 
rate is 6s. 6d. s.c.i. The Guiana 
Times, published bi-monthly, has 
an approximate circulation of 4,000, 
of which 60 per cent is in British 
South America and the rest in 
Trinidad, Windward Island, British 
Guiana, Britain, and the U.S.A. 
Full- "page rate, 1 - - insertions, is £9, 
* 


1951 p ae Lite Annual, pub- 
lished by Newnes at 8s. 6d., is once 
again a publication which one will 
want to keep permanently. . The 
cover of this 256-page volume is a 
full colour reproduction of an 

teenth century needlework wall. 
29 of the advertisement pages are 
also in colour and a section devoted 
to fashion also has colour illustra- 
tions. Many distinguished names 


appear in the list of over 40 con- 
tributors. There are 254 advertisers 
and 116 pages of advertising. 

* * * 


Stickers in the form of red stars 
are enclosed with promotion letters 
from V. Montague, classified 
advertisement manager of The Star. 
Carrying the words “This is a Star 
vacancy” they help to _ identify 
urgent ads. for the “situations 

vacant” columns. Insertion next 
day is ‘inmeens at, if received before 

“a7 ~ * 

Page area of the Hereford Citizen 
and letin has been increased. 
Dimensions are now: column aa 
22 in.; column width 1 in.; 
Cone 80 page; sen 6. 


When the Dey Graphic’s “Fifty 
Years of News Pictures” in Oxford 
Street closed on Saturday it had 
been visited by 1,298,244 poov®. 

* * 


Hairdressers’ Journal dl the 
world’s hairdressing trade Press by 
being first to publish the results of 
the Journees d’Automne in Brussels 
in which British hairdressers again 
triumphed. The results were an- 
nounced at mid-night on Monday, 
October 29, and appeared in the 
Journal on Thursday, November 1. 

» - * 


The People is publishing the con- 
fessions of Jack Doyle—boxer, all- 
in wrestler, playboy and crooner— 
— “I Was the World’s Biggest 

ool.” 


7 * +* 

Advertising revenue has been 
doubled for the second issue of the 
Applied Electronics Annual, intro- 
duced last year by British-Conti- 
nental Trade Press Ltd. 

* * 

Town Crier, the Birmingham 
weekly Socialist publication, has 
been suspended because of the 
increased rise in newsprint and pro- 
duction costs. 

* * * 

The Lightweight Motorcycle 
Handbook, edited by Bernal 
Osborne, of Motor Cycling, is 
deemed as the first manual exclu- 
sively for users of the two-stroke 
motorcycle engine. It is published 
by Temple Press (Cr. 8vo, illus- 
trated, 5s. net). 

* * 

The Nursery World’s fourth knit- 

book “Children’s Cardigans 

Pullovers” contains 15 knitting 
selected patterns and will pub- 
lished on November 15. 


501-5 GROVE GREEN 
LON DON E 


Let us help with your 
Economy Campaign 


We specialise in 
economically _ printing 
weekly and monthly 


PUBLICATIONS 


Quotations invited 


RD 
| LEYtonstone 1164/5 
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Use this Unique New Aid 
to Personal Efficiency 


It is a PROVED Saver of Time and Worry 


This entirely new Shaw Week-to-View Desk Diary and 
Memo Book is (1) an automatic secretary that will rid 
your mind of the bother of remembering appointments 
and countless other matters throughout 1952, (2) a 


reference Book of essential facts, figures and lightning 
calculation tables. 


You know how convenient it is 
when your 
and laying out your work, to have 
the whole week's reminders before 
you. In the Shaw WEEK-TO- 
VIEW-DESK DIARY your cur- 
rent week's notes. arc always 
before you, so that you can 
Organise your day's or week's 
work accordingly. When you 
arrive at your office in the 


day and the entire week. Notes 
for future <-> will — 
brought to notice 
the right dates, "eat culesenes 
can always be made to past 


i MMT cea 


Simple but remarkably Effective 


There are 104 pages, size 84 in. and date printed boldly on ~t—~ and 
by 54 in., in the Diary Section— ruled up tor engagements 
two for each week of the year—so and half-hours; also there is p—— ~ 
that they always open up Ww a blank space for cach day's re- 
complete week and, with the minders and jottings. Thus, clearly 
patent Wire-O binding, ie abso- laid out before you, are the daily 
lutely flat on your desk. Every sections for the entire week. Along 
double page is divided into six the bottom of each double page is 
dail’ sections, cach with the day a complete calendar for im: year. 


An Enquire-Within of Daily Needed Facts and 

The Enquire-Within Section data. The Shaw WEEK-TO-VIEW 
gives you Abbreviations, import- DESK DIARY AND MEMO 
ant Dates, Statistics of United BOOK is plied in two b 
Kingdom Population, Time-saving 
Ready Reckoner, Interest Tables, 
and scores of other useful facts and 


genuine rexine bound like a Geek 


SECURE IT FOR YOUR OWN USE AND BENEFIT 

BEFORE THE SUPPLY FOR 1952 IS EXHAUSTED 

The Shaw WEEK-TO-VIEW DESK DIARY AND MEMO BOOK 
of is absolutely automatic. 


Post the coupon now while supplies are 
still available. 


. 
Ce ee ee ee ee ee ee ee ee Le Ue Ue Ue 


Fill in and Post this Coupon NOW 
SHAW’S EFFICIENCY DEVICES, 
180 Fleet Street, London, E.C.4, 

Please send me.... copy/ies of the 1952 Shaw WEEK- 
TO-VIEW DESK DIARY at 5s. 4d. each, including tax and 
postage, and invoice on despatch 

AND/OR 
Please send me.........copy/ies of the De Luxe model in genuine 


Rexine binding at 15s. 4d. each, including tax and postage, and 
invoice on despatch. 
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ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT, 3s. 
MINTMENTS WANTED. Se. per lec, 38 per dinplay pone! Inch. "AN otser 


POSTERS OUTDOOR REPRESENTA- 
TIVE required. A leading Advertising 
Agency has vacancy in OUTDOOR 
SECTION for experienced young man, 
resident in or near GLASGOW, or one 
of the large towns of N.E. ENGLAND, 
as Buyer/Inspector of poster sites. Car 
provided; pension scheme. Please write, 
giving age, experience and salary re- 
wired to personne! secretary 

ox 200 Ad. Weekly 180 Fleet St St_BCc4 

KEEN YOUNG MAN required for Public 
Relations, Publicity and Printing De- 
artment of Industrial vehicle manu- 
acturers—to be directly responsible to 
Managing Director. Applicants must 
¢ able to prepare own layouts, com- 


pile technical write-ups, arrange exhi- 
bitions and generally have initiative 
ideas for the furthering of the Co.'s 


and reputation Knowledge of 
Rotapriming and advertising lease 
give full details of age. experience. pre- 
sent salary and salary required to Lans- 


ing Bagnall Ltd., Kingsclere Road, 
Basingstoke a att ee 
PRODUCTION ASSISTANTS with 


agency experience are invited to write 
to The Production Director, S. H. Ben- 
son Ltd., Kingsway Hall, W.C.2, to 
give details of their career to date and 
to state the salary required The 
Company is contemplating making a 
limited number of progressive appoint- 
__ments in the near future 


DISPL AY AND EXHIBITIONS. Ex- 
per ’ assistant required 
Fmmediatety my Puany Department of 
Nationally Advertised Manufacturing 
Confectioners in Kent Sound, practi- 
cal display experience essential. Exhi- 
bition design an advantage. Good 
salary and prospects for man 27-35, 
with ideas and initiative. Write in 

giving age, experience 

required to Box 676, 
Smith's, 100 | Fleet Street, E.C.4 

ASSISTANT ADVERTISING MAN- 
AGER required by North London firm 
manufacturing production power tools. 

ust be young, energetic and have 
knowledge of advertising and some pre- 
vious experience in the production of 
catalogues. leaflets and show stands. 
position will provide a good 
opportunity for the right man to 
develop a new department. Some 
enginecring knowledge an advantage. 
Applicants must give full details of 
education, saeerience age and salary 
required. Wri 
Box 155 Ad Weekly 180 Fleet St EC4 


RATES: 
APPO 


326 


6d. per lime, 35s. per display pane! 


classifications, 4s. per line, 45s. per display — inch. a 3 lines, Box Me. 


charge, one line 


Weekly,” 


plus 9d. covering postage 
advertisements under seven insertions ML st BE PREPAID.” 
180 Fleet Street, London, E.C.4 


on application: 
yy *. eaavertioe’s 
CHAncery 8844. 


APPOINTMENTS VACANT 


ASSISTANT MANAGER 


ce of 


and papérs 


Letterpress 
sound knowledge 
Write 


Printer 
of 


for London 


Must 
estimating 


st ~xA age, cxperi- 
ence and salary required t 
Box 206 Ad Weekly 180 Fleet St BC4 


Designers 


be required 


and 


PRINTING OFFICE 
MANAGER’S 
ASSISTANT 


required by London firm of 
Printers. 
Must be of School Certifi- 
cate standard. A knowledge 
of litho printing and kindred 
trades an advantage. Would 
to prepare 
estimates and know some- 
thing of buying materials 
required. Good salary, good 


position, excellent pros- 
pects. Apply 
JAMES HAWORTH & BROTHER LTD 


Rossendale Works, Chase Side 
Southgate, London, N. 


14 


en ED MAGAZINE LAYOUT 


required 
—- A essential 
and salary requi 


knowledge 
Give age 


of typo- 
experience 


ed 
Box 204 Ad Weekly 180 Fleet St EC4 


Crowther. 


of career, to 


TECHNICAL 
COPYWRITER 


A TECHNICAL COPYWRITER 


THE CREATIVE DIRECTOR 

MATHER & CROWTHER LTD., |.P.4 

BRETTENHAM HOUSE 
LONDON, W.C.2 


with 


Engineering qualification is re- 
quired immediately at Mather & 
Salary according to 
experience. Write, with full details 


PUBLICITY 
REPRESENTATIVE 


Energetic Public Relations man 
required for the Home Market 
to arrange dealer co-operation 
and point of sale support for 
Nationally advertised product. 
Must be free to travel exten- 
sively. Car provided. Must be 
experienced in advertising and 
sales promotion and be able, on 
occasion to give arranged talks 
to selected groups. Write 
particulars, experience, salary, 
etc., to Norman Jones, 


THOMAS FRENCH & SONS LIMITED 
Chester Road - Manchester, 15 


COMPOSITOR required by 


SPACE SALESMAN required for large, 
established national exhibition. Energy, 
initiative an sales experience (not 
necessarily in exhibitions), essential. 

rite, stating age, cxperience and re- 
muneration expected. 
Box 201 Ad. Weekly 180 Fleet St EC4 


ASSISTANT required for Publicity De- 
Partment of export organisation. Duties 
will be of a general nature but good 
and shorthand are essential 

End office, 5S day week and 

luncheon is ~eaae Write with experi- 

ence, ctc., 


Box 214 Ad. ” Weekly 180 Fleet St EC4 


STUDIO REPRESENTATIVE required 
by growing West End Studio. Please 
write, giving full particulars of volume 
of business which can a introduced 
and remuneration expect 
Box 220 Ad. Weekly 180 Y Fleet St_BC4 


PRODL CTION EXECUTIVE. _Interest- 
ing and responsible senior position for 
fully experienced agency man wit 
Special knowledge of production and 
print. Apply, giving full details of age, 
experience, salary, etc., to F. John Roe 
Limited, 26 St. Ann’s Square. Man- 
chester, 2. BiLAckfriars 9786 

CLERK, male 


or female; experience of 


Publicity work an advantage but not 
essential. Excellent chance for right 
man or woman in expanding depart- 
ment. Pension scheme, staff restaurant. 
Write, stating age, experience a 

salary required to Publicity Manager, 
NATIONAL BENZOLE CO. LTD., 


x pee House, Buckingham Gate, 
S.W.1. 


FIELD SALES MANAGER to control 
advertisement space sales. for London 
Publishing Company specialising in in- 
dustrial reviews Applicants must be 
practical space salesmen of consider- 

able experience and must be prepared 

to spend at least three days of each 
week in outdoor selling, or travelling, 
in all parts of Britain. Only first class 
men need apply. Write, stating age. 
sales experience and whether car owner, 
together with names of at least two 
referees. ; 7 
Box 218 Ad. Weekly 180 Fleet St EC4 


ARTIST required by large sign Company. 
Experienced in sign design and colour 
drawings i staff 
know of this advertisement. State age, 
experience and salary required to Box 
A.C. 6704 Samson Clark, 57/61 

Mortimer Street, W.1. 


ADV ERTISEMENT REPRESENTATIV E 
required for monthly local magazines. 
Write, stating age, experience 4a 
salary required to Secretary, Billing & 
_Sons, Ltd., Printers, | Guildford 

well- known 

Ticket Printers in Uxbridge. 

Write, with full details of age and ex- 

perience, to Box 8481, Frost- “Smith 


Advig., 64 Finsbury Pavement. E.C.2. 


ESTABLISHED NEEDLEWORK JOUR- 
NAL requires top-grade space salesmen 


firm of 


in Midlands, North and Scotland, good 
commission basis. Permanent and 
jucrative opportunities for those who 


can sell an excellent proposition. 
Box 216. Ad. Weekly 180 Fieet St BC4 


| 
| 


’Phone your Classifieds to CHA 8844 (Ex 23) 


NovemBer 8, 1951 


ADVERTISEMENT REPRESENTA- 
TIVES required in West Country and 
South Wales for well known local 
publications. Applicants should live or 
be prepared to live in one of these 
areas. These two appoiniments offer 

substantial income to experienced 
men with first class ogg) — Write 
Stating experience. ag 
Box 203 Ad. Weekly iso Fleet | St EC4 

EXPERIENCED LAD ~~ AER 
GRAPHIST required for colouring -_ 
photographic enlargements 
showcards and sacar Display. Tele- 
phone. Hampstead 39 

DISPLAY SALES AIDS. Representative 
required sOund connection with users of 
Display Units and Silk Screen printing 
Salary and generous commnates, Re- 
~ in strict confiden 

x 219 Ad. Weckly 180 Fleet St EC4 


A_ well-known Fleet- 

street group of periodi- 

cal- publishing com- 
panies requires an 


ASSISTANT 
ADVERTISEMENT 
MANAGER 
Must be first-class 
space-salesman, 

Send full particulars of 
age and experience, in 
strict confidence, to: 
General Manager, 


Box 246 
Advertiser’s Weekly, 180 Fleet St., E.C.4 


ORDER _CLERK/PRODUCTION ASSIS- 
TA required for Process Engravers, 
some experience preferred. ‘S-day weck 
Hours 8.30 to 5.30. Write age, experi- 
ence and salary required to 
Box 199 Ad. Weekly 180 Fleet St BC4 


MAN 
ALIVE! 


After a couple of years in 
the game we are still on the 
left-hand side of the ‘‘small to 
medium’’ agency bracket. 
That’s all right — in fact 
it’s as we planned. The 
next step is for us to 
move to the right-hand side. 
We have started that move. 
Now we want the man to 
help us move. 

Apart from the fact that 
he must be able to make the 
Admirable Crichton look like 
a half-wit, we're not fussy. 
For a chance like this you can 
no more lay down qualifica- 
tions than you can state an 
arbitrary salary or age limit. 
All we can say is that he must 
know everything—and be able 
to do everything. 

Sounds a bit hazy? Well 
maybe—but not to the bloke 
we're looking for, we bet. 
So if you think you’re our 
man—let’s hear from you. 


Box 223 
Advertiser's Weekly, 180 Fleet St., E.C.4 


PRODUCTION MAN required by Lon- 
don Advertising Agency to handle work 
for National and Trade advertising 
Must be experienced lease write 
giving details of previous experience and 
salary required to 
Box 217 Ad. Weekly 180 Fleet St EC4 
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NovemsBer 8, 1951 


APPOINTMENTS VACANI 


LAYOUT ARTIST for progressive 
agency. Must be first class man with 
at least five years agency experience. 
Write in confidence, stating age, experi- 
ence and salary required to 
__ Box 230 Ad. Weekly 180 Fleet St BC4 
EXPERIENCED SPECIALITY SALES- 
MAN required for — Mail Adver- 
tising Service Agenc: 
jus commission. ‘et. ho! 
AYfair 5159. Portman Services Lid., 
10 Portman Mews South, W.1. 


ADVERTISEMENT DIRECTOR. Ex- 
ceptional opportunity for an advertise- 
ment manager of proved capacity to 
purchase an interest in a trade journal 
at a reasonable figure. Present sub- 
stantial volume of advertising, capable 
of further development, will bring good 
return on investment. Salary and ex- 
Denses. Please write _-f oe 
with phomete details of ca 
Box 235 Ad. Weekly 180 Flegt St EC4 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANI 


REPRESENTATIVE for Progressive 
Letterpress Printer with London Office. 
rite, stating age, experience and 
salary required to 
_ Box 205 Ad. Weekly 180 Fleet St EC4 


SIGNWRITERS Craftsmen and Improvers 
Permanent ali year 
a Top rate, paid holi- 
Write, telephone or call: Regina 
Ltd., 27 Boston Road, Han- 
W.7. EAL 9303. 
LETTER ARTISTS—Permanent Dositions 
with large film organisation. 
ence in display writing essential. 
first class men considered, Apply, stat- 
ing previous experience and sal 
required to 2 
Box 231 Ad. Weekly 180 Fleet St EC4 


with immediate 
tion and control 


and overseas. 


BRITISH OVERSEAS 
AIRWAYS CORPORATION 


invite applications for the post of Assistant Advertis- 
ing Manager at Head Office. 
to act as Deputy ‘o Advertising Manager in all matters 
ssponsibilit, for general administra- 
f work flowing through the Branch. 
A sound general knowledge of advertising theory and 
practice is essential and agency experience and/or 
experience of overseas advertising are desirable. The 
post involves day-to-day contact with the Advertising 
Agents and liaison with B.O.A.C, Branches at home 
The duties involved require a high 
standard of administrative ability including the organ- 
isation of Press advertising through all stages, budget 
planning and operation, and the initial planning of a 
wide range of sales promotion material. 
scale applicable to this post is £1 
annum according to qualifications and experience and 
applications which should contain full details of 
individual experience should be addressed to: 

Chief Personnel Officer, 

British Overseas Airways Corporation, 
Airways House, Great West Road, 
Brentford, 


The general duties are 


The salary 
,250-£1,550 per 


Middlesex. 


SHORTHAND TYPIST required for Ad- 
vertisement Department, London Pub- 
lishing House. Also to handle copy and 
blocks. Copy experience preferred but 
not cssentia 
Box 213 Ad. Weekly 180 Fleet St BC4 


PRODUCTION 
CLERK 


required by well known 
West End Advertising 
Agency. A_ progressive 
post for a keen young 
man with a Knowileage Of 
blockmaking and type- 
setting and a flair for 
figures. His duties will be 
concerned with checking 
and collating mechanical 
costs and the preparation 
of clients invoices. Full 
details of age, experience, 
salary required to 


Box 245 
Advertiser's Weekly, 180 Fleet St., E.C. 4 


ASSISTANT to Advertisement Manager, 
weekly trade journal. State B.. —— 
age, outy 2 ired. 

Box 228 Ad eckly 180 Ficet St BC4 


’Phone your Classifieds 


ARTIST for Studio of world-famous firm. 
Variety of work with great scope for 
originality Congenial conditions. 
Pension scheme. 5 day week. Write, 
experience and salary required. 

__Box 237 Ad. Weekly 180 Fleet St BC4 

WELL KNOWN London Agency has 

for an assistant in Voucher 
Department. Excellent opportunity for 
young man with similar experience 
Bonus and Pension Schemes. Write 
Stating age, experience and salary re- 
quired to 
Box 238 Ad. Weekly 180 Fleet St EC4 

STUDIO ADMINISTRATIVE 
TANT required. Advertising 
experience essential. Age 20-23. 
details of education, experience 
ay, pe, to Personnel Manager 
_ Box 233 Weekly 180 Fleet St EC4 

REQUIRED 


a well 
Responsible 
with car prepared to do part “time work. 
Exceptional opportunities. Write first 
instance 
Box 234 Ad. Weekly 180 Fleet St BC4 
COMMERCIAL STUDIO requires a first 
class retoucher. Position carries good 
salary with ideal working conditions 
Write fully, stating age, experience and 
salary requir 
Box 429 4 Ad. Weekly 180 Fleet St EC4 
1 a real first class retoucher ee- 
quired: Able to take charge of Studio 
in Fleet Street area. Applications wil! 
“Tg in strictest confidence 
eplics 
Box 502 ‘Ad. Weekly 180 Fleet St BC4 


APPOINTMENTS WANTED 


ONE MAN STUDIO secks new appoint- 
Visuals, finished layouts, typo- 
art buying, humorous illustra- 

other finished artwork 
— al 

accounts. Age Sala 

Box 243 Ad. Weekly 180 wlcee” st bcs 


eer ss ompany. 


APPOINTMENTS WANTED 


REPRESENTATIVE  forcign technical 
journa: Connection London Adverts- 
mg Agents and clients. Secks pos; 
with British publication. 

Box 241 Ad. Weekly 180 Fleet Sp EC4 

EXECUTIVE seeks position with scope. 
Long experience in Agencies and Ad- 

mt. 


Box 142 Ad. Weekly 180 Ficei St EC4 
ADVERTISEMENT REPRESENTA- 

VIVE, aged 30, representing nationa! 

wade = technical journals 

vinces 

with sepanabte 

Box 187 Ad. eckly 180 Fleet St BCS 

SHORTHAND-TYPISTS. Private Secre- 
taries, Clerks, etc. If you are in urgem 
need of staff, ome Embassy Berean, 

: Whitcombe Sweet, W.C.2 
5924). We specialise in 
nel. 

LAYOUT ARTIST, 
grapher requires 
London area. £450 
__Box 171 Ad Weekly Tso Fleet 


~ Visualiser, typo- 
oe with agency. 
St_ EC4 

with 


ADVERTISER'S WEEKLY 


FREE LANCE SERVICES 


TRACINGS. Perapectives. Fine 
work of any description 
Box 116 Ad. Weekly 180 Fleet St EC4 
PAPER SCULPTOR, lone experience. 
highly skilled paper gh — sculptor 
artist, seeks free lance 
Box 242 Ad. Weekly 180 Picet St BC4 


lettering 


BUSINESS OPPORTUNITIES 


ADDRESSOGRAPH ADDRESSING 
UNIT for envelopes or similar repeti- 
tion work with selector and machine for 
stencils. Motorised 230 v./1/50. F. J. 
Edwards Lid, 359 Euston Road, 
London, W.1. EUSton 4681. 

DRAWINGS for ail purposes. W. 
Partridge, 23 Bloc Square. 
W.C.1. MUS 7181. 


SIGNWRITING 
DISPLAYS, EXHIBITION STANDS 
ELY SIGNS 
195 Clarendon Road, London, W.11 
For Personal Attention 
Phone PARK 4530 


situation in London, cither in print 

buying or production section of Adver- 

tising Agency, of responsible post with 
National Advertisers. Write to 

Box 207 Ad. Weekly 180 Ficet St BC4 

ADVERTISEMENT MANAGER for past 

5 years (Industrial publications), seeks 

Available now. Good re- 

integrity; Fit, keen, 

known and liked; Can get the business. 

_ Box 215 Ad. Weekly 18 180 Fleet St BC4 

PRODUCTION “HANDYMAN,” 

experience artwork, engraving, 

gtaphy, keen eye for blockmaking costs, 

etc., secks job 3 or 4 days a week or 

evenings 

_ Box 21 211 Ad. Weekly 180 Fleet St BC4 

DESIGNER 

producing anything 

to exhibition stand, 

Willing to go anywhere, 

overseas. Fullest’ details 


Box 210 Ad. Weekly 130 Fleet St BC4 
SECRETARY SHORTHAND TYPIST, 
27, keen and efficient. Some ecxperi- 
ence advertising. Requires secretarial 
post on the executive side of a good 
agency. 

Box 2)9 Ad. Weeki; 180 Fleet St BC4 
EXPERIENCED COPYWRITER and or 
Account Executive (pre-war expericnce 
England and Canada), desires post 
where initiative, creative imagination 
and organising ability could find full 


scope 
Box 208 Ad. Weekly 180 Fleet St BC4 


’ 


EXECUTIVE ARTIST 

young lady, British, London Ari 
Schools and Boit Court. Just re- 
turned from United Siates after hold- 
ing position for years as package 
designer and assistant art director, in- 
— Offers of similar cemploymen: 
ore. 


Box 226 
Advertiser's Weekly, 180 Fleet St., E.C.4 


PRODUCTION MAN, layout adapta- 
tions, typography, block ordering, 3 
years’ agency experience seccks position 
offering greater interest and scope. 
Passed Inter Assn 

Box 240 Ad. Weekly 180 Fleet St BC4 


WOMAN REPRESENTATIVE, An 
Studio, seeks a change Similar posi- 
_tion. WHltehall_ 5991 


LETTERING AND GENERAL ARTIST 
seeks change. Experienced 
Box 221 Ad. Weekly 180 Fleet St BC4 


PERSONAL 


McMURRAY. Will nex « 
William McMurray, child of 
McMurray and ary McMurray, 
Bone, Bookbinder, formerly 0’ 
pot Lane, Aldersgate Street 
noster Row, London, admitted into the 
Freedom of the City of London, 10th 
October, 1856, communicate with Frank 
Taylor, Nightingale and Baker, Solici- 
tors, Putney, S.W.15. 


ACCOMMODATION 


ony DIO SPACE for freciance artist in 
W.C.1 district. Phone and secretarial 
a promise of some work, 30s 


Box 24 "Ad. “Weekly 180 Fleet St EC4 


with offige Central 
don, Capital available, invites sugges- 
tions for work requiring financial know- 
ledge and sales drive. 
Box 222 Ad. Weekly 180 Fleet St BC4 


SHOW CARDS, CUT-OUTS, 
Book Jackets, Advertising 
etc., by ee or 

process 


Lon- 


(own photo-litho 
CARILLON PRESS LTD. 

Fine Colour Printers, Bournemouth 
Telephone: ibe 36835 
ondon Omtice: 98-100 Fleet St., B.C.4. 
Phone: CENtral 1740 


Folders, 
letterpress 
Diant.) 


FLEET ST 


REET ground floor office and 
stenographer available for correspon- 


dence and mss. 6s. hourly. Write 
Box 212 Ad. Weekly 180 Fleet St EC4 


Agency has up to 
£20,000 available to 
finance another 
Agency without 
disturbing existing 
Management. 
Object—economy of 
Overheads 
Box 227 
Advertiser's Weekly, 180 Fleet St., E.C.4 


HOME COUNTIES PRINTERS have 
paper and facilities for production of 
Periodicals, magazines, rotary and flat- 
bed ‘olour = printing, brochures 
leaflets and generai 
class work and service 
Enquiries welcomed. R 
62 St. Paul's Road, Luton 


SALES AND WANTS 


WANTED. Enlarging and 


cabinet. Full details and 


pes 
to 
Box 225 Ad. Weekly 180 lect St BC4 


DUPLICATE AND COPY PAPER, 
gummed tape, keenest prices. W. P ° 
il Woodchester Street, 


SPECIAL ANNOUNCEMENTS 


See November | issue of Adver- 
tiser’s Weekly, pages 258 and 259 
for the Advertising Services 
& Supplies Section. November 
29 will be the next issue con- 
taining these services. 


to CHA 8844 (Ex 23) 
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Advertiser's 


Weekly o7 


A Younger Budget Film and Filmlet scheme can be planned to fit any appropriation. 
IT IS POSSIBLE to deliver your message in 20, 30, 40 and 50 ft. films and filmlets (screening 
times 13, 20, 27 and 33 seconds) in full colour, in black and white or in a combination of both. 
Cost of exhibiting ranges from 2/- per thousand viewers for a 20 ft. film to 5/- per thousand 
for a 50 ft. film. Exhibiting costs are the same for black and white or colour. 


IT IS POSSIBLE for Youngers to supply as many copies of filmlets as necessary to ensure 
your complete coverage, and also to accept copies for exhibition in Younger cinemas. 


IT IS POSSIBLE to produce a filmlet in colour from art work for as little as £30 — live 
action would cost around £160. 


IT 1S POSSIBLE for your black and white film to be on the screen within 2 weeks from 
approval of the scenario — colour takes a little longer. 


IT IS POSSIBLE for you to see a demonstration of pte ed Budget Films and Filmlets either 
in London or your own town at any time, without any obligation whatsoever. 
A brochure giving details of coverage, cost and film production, together with a list of 
cinemas from which to make your choice will be sent on request. 

DANIEL F. WARNOCK @ DIRECTOR OF NATIONAL SALES 


—————S==SEEEE 


28 ALBEMARLE STREET * LONDON WI «+ REGENT 6593 


TuursDay, NOVEMBER 8, 1951 


55/- (overseas) 


STOP PRESS 


TALK OF AD. 
RATE INCREASES 
IN AMERICA 


Some American newspa 
away an art service 

and have batteries of 
to inquire for follow-ups on 
fieds, W. G. Rid 


yesterday. 

to advertising was 

four. Ad. rates lower than here to 

attract volume. 

ee ae of voluntary 

rationing newsprint makers, and 

publishers talked of increasing ad. 

rates to get same revenue on less 
Sales of goods 


to handle all prods S 
of 
Vocwam Fink Co. tia. 


Published by the Proprietors, BUSINESS PUBLICATIONS, Ltd., at their office at 180, F don, E.C.4. (Phone: C 8844 
y . a r at 180, Fleet Street, London. c hancery ) 


8, 1951. Printed in by Staples Printers Limited at their Great Ti 
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